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“IMURSDAY, JUNE 1, 1954 ‘en, WHAT ADVERTISING OWES TO CAMROSE: 
hia POSTER CONFERENCE—FULL REPORT 


Advertiser's 


Weekly = 


THE ORGAN OF BRITISH ADVERTISING 


The women’s market is always a seller’s market because women are constantly — 
buying for themselves, their homes or their families. 


WOMAN’S OWN — one of the most effective 

publications for influencing that market — has the 
lowest cost per thousand copies sold of all publications — 
in the mass-circulation full colourgravure field. 
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ADVERTISER'S WEEKLY 


To The Editor.. 


Investment plan 
publicity 


A free booklet entitled “ How 
to Buy Shares out of Earnin 
is being advertised by the White- 
head Industrial Trust in small 

ces in magazines throughout 
the country. The campaign be- 
gins this week and will probably 
continue for the rest of the year. 

The Whitehead plan aims at 
fostering the investment of small 
savings in a wide range of sound 
British industrial shares. Arthur 
Whitehead, chief of the Trust, 
believes that share-holding in in- 
dustry by working men and 
women is vital to future pros- 
og industrial expansion and 
the tierment of relations be- 
tween mana ae Sser labour. 

The booklet rimarily 
designed for  .  ~ know 
little or nothing about buying 
and selling shares. 

By way of questions and 
answers the functions of share- 
holdin, and the recognised 
methods of buying and selling 
shares are explained in simple 
terms, 

Advertising agents for the 
Whitehead fndustrial Trust are 
W. H. Gollings & Associates. 


WHAT THEY READ 
AT OXFORD 


The results of an inquiry into 
reading habits at Oxford Uni- 
versity, recently carried out by 
the undergraduate newspaper, 
Cherwell, are published in its 
current edition, They show that 
The Times is read more than any 
other national daily newspaper 
in both the arts and the science 
faculties, 

Thirty-seven per cent of each 
group sampled said they read 
The Times regularly. The second 
choice of the arts faculty was the 
Manchester Guardian ~ 
cent), and of the science cal ty, 
the Daily Telegraph (35 per 
cent). 


Club members are awaiting their 
call to speak for advertising 


Sm,—May I welcome the letter 
of Hal Saward (June 10), on the 
importance of public speaking 
in industry and commerce. How 
right he is to stress its value, 
and the contribution it can make 
to business and to advertising. 

Most certainly speakers are 
not born, A man or woman may 
have the attributes, but only by 
dint of application and constant 
effort can excellence be attained. 
Even then the speaker must keep 
at it, for like other forms of 
art, his requires constant atten- 
tion if he is to hold the magic 
of his touch. 

The success of the National 
Public Speaking Contest is indi- 
cative of the company of 
speakers to be found in the 
advertising club movement. 
With the appointment of a public 
relations officer to the ver- 
tising Association, leading club 
speakers are awaiting with an 
even greater expectancy their 
call to speak for advertising. 
Not only among the contestants 
in the national contest but out- 
side it, there are speakers in the 
club movement throughout the 
country who can speak for us. 

If, however, the speakers in 
the club movement are to receive 
the support they deserve, if their 
speaking is to be effective, it 
must be within the ambit of a 
determined and co-ordinated 
plan, centrally directed and sup- 
ported by a constant flow of 

kers’ notes on current adver- 
tising topics. 

With the publication of such 
notes now in preparation there is 
a new encouragement for clubs. 
Already in their contacts with 
Chambers of Trade, Chambers 
of Commerce, business and 
social organisations, the clubs 
are doing a valuable work in 
promoting the interests of ad- 
vertising with enthusiasm and 


with ability. IvaN FP. Luckin. 
Chairman, 
Club Development Committee. 


The correct aim of 


public relations 


Six,—In your last issue John 
Murphy expressed surprise that 
ublic relations activities should 
be concerned with the publics of 
particular interest to an organ- 
isation, rather than merely with 
“the public” at om 


Public relations, like any 
other organised activity, must be 
correctly aimed and economically 
carried out. The problems of 
communicating with any group 
of the public are difficult enough; 
and it therefore seems sensible 
for P.R.O.s to concentrate their 
efforts on achieving the best pos- 
sible mutual understanding 
between their own organisation 
and its immediate publics. 

Secondly, it is nearly always 
true that “the public” cannot 
treated as an entity. “The pub- 
lic’ consists, in fact, of a mass 
of different groups, each of which 
requires different approaches in 
different ways—and the establish- 


THIS WEEK 
Exploring new regions in research, 
page 614 
NEXT WEEK 
South Coast market survey 


ments of different channels of 
communication whereby an 
organisation can learn of their 


views. 
the other hand, P.R.O.s 
appreciate the value of spreading 
information about their organ- 
isation as widely as possible. 
And, in fact, this is frequently 
achieved by reason of—for 
example—the very varied 
audiences for the different public 
relations media, such as _ the 
press, radio, television, films, 
etc., in which public relations 
material to do with the organ- 
isation may be carried on its 
merits. 
Eric WILLIAMS. 
Hon. Press Officer, 
Institute of Public Relations. 
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Sponsors in 
the theatre 


A company has been formed 
in London which will present 
stage shows in which spots can 
be taken by advertisers. 

Head of the company, Miss 
Sally Stewart, a theatrical agent, 
told Apvertiser’s Weexty that 
the initial rates would be £25 a 
week for a 10-minute item. The 
sponsor's products would not be 
mentioned during the actual item 
that was being sponsored. A 
compére would boost the spon- 
sor's product when introducing 
the turn and again at the end. 

Miss Stewart said her com- 
pany, which will be known as 
Sponsored Theatres Ltd., already 
had between 15-20 sponsors 
including manufacturers of 
cigarettes, sweets and boot 
polish. But she declined to 
mention names. 

In addition to verbal announce- 
ments there would be facilities 
for the distribution of free 
samples and for competitions. 
Fashion shows would be held 
during what would normally be 
the interval of the show. 

The first, “To Your Ad- 
vantage,” will have a try-out at 
the New Lindsey Theatre Club 
beginning July 27. 


‘Motor Trader’ 


On the opening day of the 
Motor Agents’ Association 
annual conference at Harrogate, 
Motor Trader published in their 
June 16 issue the first full sto 
of the B.M.C. and Vauxhall 
schemes for guarantees for 
second-hand cars, with details of 
the agreements and warranties, 
and information of how the 
schemes will be worked. Also 
outlined were the essential 
differences between the two 
schemes, 


helps delegates 


Before their issue, state Motor 
Trader, the only information 
available for the trade and in- 
dustry was contained in the 
handouts to the press. 

Some 500 special six-page re- 
prints from Motor Trader were 
rushed through together with 
extra issues of the journal which 
were delivered to Harrogate in 
time for ge 4 member of the 
conference be in full 
possession of the facts before 
the session opened. 


QUALITY SILK SCREEN PRINTING 


Shankland Limited 


RAFION ROAD N.W.5. GUL/wver 5595,5596, 5597. 
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APPOINTMENT WITH 
YOUR SALESMAN 


Every morning his secretary places 
THE FINANCIAL Times on his desk and 
every morning the executive ab- 
sorbs himself in its columns—a 
routine he will not allow to be 
broken for only in this way is he able 
to keep abreast of all industrial and 
financial affairs. In this resourceful 
and receptive frame of mind, he sees, 
and reads, your advertisement. There 
is no surer way of getting known to 
Top Management, the men who 
make the important buying decisions. 


THE FINANCIAL TIMES- 


INDUSTRY - COMMERCE + PUBLIC AFFAIRS 
reaches Top Management every day 


SIDNEY HENSCHEL - ADVERTISEMENT DIRECTOR - 72 COLEMAN STREET ° 
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A PART OF GRACIOUS LIVING 


In the world of substantial homes and comfortable incomes, WOMAN’S JOURNAL 
holds unrivalled sway. You find it where fashion flourishes, and food is of the best. . . 
where people /ive, and entertain, and have a standard to maintain. WOMAN’S 
JOURNAL is bought by women in 280,000 homes like this—and its readership is many 
times greater than its sales. Truly a spacious market, with a gracious welcome for your 
goods. Go into this market. Go in as an invited guest, secure in the knowledge that 
continuity of insertion is assured, for there are no restrictions on the amount of space 
that can be carried in WOMAN’S JOURNAL. 


The Aristocrat of Monthly Journals for Women 


AN A.P. PUBLICATION + 2/6 MONTHLY 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTD., THE FLEETWAY HOUSE, LONDON E.C4 
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DEATH OF VISCOUNT CAMROSE 


Publishing genius to whom 
advertising is indebted 


The death of Viscount Camrose—who from modest 
beginnings rose to control one of the mightiest publishing 
empires the world has ever seen—has plunged Fleet Street 


Hulton using 
Luxembourg 


HULTON PRESS are spon- 
soring a new weekly 
programme on Radio Luxem- 
bourg for “Picture Post.” They 
are believed to be the first 
publishing interest to use the 
medium. 

John Cain, newly appointed 
ewe J manager of Hulton 

ress—he was previously adver- 
tisement development manager— 
told ADVERTISER'S WEEKLY that 
they were using Radio Luxem- 
bourg because they felt it was 
an extremely effective way of 
publicising Picture Post. 

“Shortage of press space has 
created a nearly desperate situa- 
tion for many big national adver- 
tisers; but for none of them has 
it been so difficult as for the 
publishers themselves,” he said. 
“After months of trying—and 
failing—to buy the space we 
needed, it was decided that some 
alternative method had to be 
found to project Picture Post's 
weekly contents bill to 

ublic. We believe that Radio 

uxembourg may be one very 
good answer.” 

Asked if they were expecting 
any unfavourable reaction from 
other publishing interests, Mr. 
Cain said the feeling about 
Radio Luxembourg was less 
serious than it was. He thought 
it was now a different proposi- 
tion. 

The programme, which started 
on Tuesday evening, is called 
“Question Time” and is being 
produced in collaboration with 
the Hulton agents, the J. Walter 
Thompson Co., Ltd. 


into mourning. 


The impact of his powerful 
personality was felt throughout 
publishing as a progressive influ- 
ence for many years. 

Advertising, especially, re- 
mains immeasurably in his 
debt. Not only was he person- 
ally engaged in the business in 
his early years, but throughout 
the whole of his career he 
devoted a large measure of his 
talents—and his acumen—to 
developing the advertisement 
side of his many enterprises, 


Thus advocating the only sound 
basis on which publishing initia- 
tive can be sustained was by no 
means the least of Lord 
Camrose’s service to advertising. 
It was a service rendered con- 
spicuously but modestly—a 
service shown by example rather 
than proclamation. 


Studiously avoidin office, 
Lord Camrose nevertheless served 
as president of the National 
Advertising Benevolent Society, 
1925-6, and was a trustee from 
1925 until his death. He was 
also vice-president for many 
years. 


Overleaf the story of his great 
achievements is recorded. 


The Mayor of Black 
With him on the platform were: 8. C. F. Allen, A. E, Aylward, Ald, James 


, Cr. W. Ogden, declares the Conference open, 


Bleakley, Ald. Sidney Brown, the retiri esident, H. Barrett, president- 
elect, and John W. Mills. 


How to create goodwill is key 


topic at Poster Conference 


Strong support for a public relations pater was voiced at the 
annual Conference of the British Poster Advertising Association in 
Blackpool this week. 

After the Conference had been given 12 suggestions on how more 
goodwill could be created for their business, Ald. J. Bleakley, 
managing director of Manchester Poster Services, declared ena 
that the poster industry must overcome its aversion to finding the 
money. There was need for a good P.R.O. They had been told 
that the industry was enjoying great prosperity and now was the 
time when it should subscribe some money for the good of the future 
of the industry as a whole. 


‘Ad. Weekly’ ads are recommended 


estion was made that there should be an extension of the 
tvpe of advertisement which appears in ApverTiser’s WEEXLY 
showing site improvements. Graham Roe thought that similar 
advertisements might be used with advantage in the local press. 

The Conference is fully reported on pages 578, 579, 582 and 615. 

Next annual Conference of the Association will be held at the 
Grand Hotel, Eastbourne, June 13-15, 1955. It will not include 
the annual dinner, which will be in London in the winter. 
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THE STORY OF LORD CAMROSE 


£100—and he built 
a publishing empire 


Lord Camrose died early on Tuesday after a heart attack 
in the Royal South Hants Hospital, Southampton, where he 
had been under observation for a few days following a gastric 


attack. 


His condition had improved and on Sunday it was reported 
that he would soon be returning to his home at Hackwood 
Park, Basingstoke. He would have been 75 next week. 


William Ewert Berry was born 
at Merthyr Tydfil in 1879, the 
second son of Ald. John Mathias 
Berry, from whose birthplace, 
Camrose in Pembrokeshire, the 
son later took his title. There 
were three brothers—the eldest 
being named Seymour (who 
afterwards became Lord Buck- 
land) afd the youngest Gomer 
(afterwards Viscount Kemsley). 

He was nearly 14 when chance 
brought him his opportunity. 
There was a local lecture on the 
subject of “Pessimism,” and the 
Merthyr Times offered a prize 
for the best report. Young 
Berry had a shot at it. 

He was not only the winner 
of the prize, but the editor, 
W. W. Hadley, suggested he 
should enter journalism and, 
eventually, gave him his first job. 
(Later Lord Camrose was to ap- 
point Mr. Hadley editor of the 
Sunday Times.) 


His first venture 


At 19 William Berry came to 
Fleet Street. He held his first 
job as a reporter on a financial 
paper for three months, At one 
period he was advertisement 
manager of a magazine about 
cats. 
He was only 22 when he made 
his first venture into ownership 
—with a capital of £100. 

On that and with a staff of two 
—himself and an office boy—he 
started the Advertising World. 
His brother Gomer joined him 
in the venture soon after. 

After nine years they sold it 
~—feputedly for £11,000. The 
proceeds, at all events, enabled 
them to entertain other projects. 

In 1915 the Sunday Times 
came into the market, and they 
acquired it. The circulation was 
below 25,000, 

A general revival was just then 
in progress among all classes of 
Sunday newspapers. William 
Berry took his own line and did 
for the Sunday Times what a 
dozen years later he was to do 
for the Daily Telegraph. In 
later years he used to say that 
he regarded the rejuvenation of 
the Sunday Times and the Daily 
Telegraph as the greatest events 
of his journalistic life. 

The rapid improvement of the 
Sunday Times established his 


journalistic reputation. In 1919 
the Financial Times was bought 
by himself and his brother; in 
ay the old publishing business 
ts) 


Cassell was acquired, though 


only the magazine side was re- 
tained, and they also obtained a 
controlling interest in Kelly's 
Directories. 


Three years later Iliffe & Sons’ 


various enterprises were brought 
in. In 1927, they acquired con- 


Education in 
advertising 

The affection which Lord 
Camrose held for advertising 
—and his generous interest in 
its progress—was exemplified 
in the message he sent to 
“Advertiser's Weekly” on its 
21st anniversary. 

“The need for education in 
regard to advertising was 
never greater than it is to- 
day,” he wrote, “and in this 
work the ‘Advertiser's Weekly’ 
continues to play an out- 


standing part. I wish it every 
success in the future.” 


trol of the Amalgamated Press, 
the largest British group of 
periodical publications. Lord 


aay 


Pram e! A@ iat 


Lord Camrose at his desk In Fleet Street. 


Camrose remained chairman 
until his death. 

Activities of this middle period 
led in 1924 to the formation by 
the Berry brothers of a new com- 
pany, Allied Newspapers, which 
was based upon the Manchester 
newspapers of Edward Hulton 
and the Sunday Times. 

In 1927 the two brothers, in 
conjunction with Sir Edward 
lliffe, had brought off one of 
their most spectacular strokes by 
buying the Daily Telegraph from 
Lord Burnham. Control of it 
was taken over by them as from 
January, 1928. racteristically, 
they made no hasty innovations 
in its time-honoured form and 
contents, but set about providing 
a new building and new 
machinery to print a better-sized 
page. The latter came into use 
early in 1930. 

¢ triple partnership, with 
Lord Camrose as chairman and 
editor-in-chief, continued _ till 
1937, when he took over the en- 


compass of general and tech- 
widespread among our mem- 
bers. 


but a very true fri 
that ‘we! valued. beyond al 


Lord Camrose was perhaps 


tire interests of his associates in 
the Daily Telegraph and so be- 
came sole owner. 

Shortly after the outbreak of 
war it was announced that Lord 
Camrose had joined the Ministry 
of Information as chief assistant 
to Lord Macmillan, the Minister 
and Controller of Press Rela- 
tions. He remained there for a 
few weeks only, 

An_ enthusiastic yachtsman, 
Lord Camrose owned the 742-ton 
Virginia, one of the world’s 
largest private yachts, and was 
vice-commodore of the Royal 
Yacht Squadron. 

Among other public benefac- 
tions he gave to the town of 
Chertsey 23 acres on the summit 
of St. Anne’s Hill, a Surrey 
beauty spot. He was a success- 
ful exhibitor of prize cattle. He 
received his peerage in 1929, and 
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Products which 
need more 
advertising 


, 


fi 


cz 
i 
Hinge 


| 


services ranging from 
weight suitings and furniture 
to laundries. 


FREE GIFTS 
UNDER FIRE 


The United Commercial Tra- 
vellers’ Association are to ask 
the Chancellor of the Exchequer 
° ive “serious consideration” 

free-gift system of adver- 
ting. 


v, ‘Talwyn John, of Swansea, 
at the Association’s conference 
in Brighton, suggested that the 
permitted percen g-r~ 2 adver- 
tising costs be radically altered 
so as to suppress the practice. 
It was a “very pernicious type 
of advertising.” He said that 
the costs of the bonus schemes 
were charged as advertising costs, 
which were passed by the 
Chancellor. 


Prestige series | 
for industrial 


. chemists 


Although only the first of a 
new series of prestige advertise- 
ments for Brotherton & Co., 
Ltd., industrial chemists, showing 

work of contemporary 
artists, has appeared, art schools 
and other concerns have already 
asked the or Wille rf ie ~ 
agents, Dig Wills or 
further details of the series. 

No attempt is made in the ad- 
vertisements to link the illustra- 
tions with Brotherton Ltd. 
series will be continued in high- 
class weeklies and dailies— 
9 ‘Re Manchester Guardian 

Economist have been 
— Ser F in the 


Future advertisements will 
illustrate the work of both well- 
obscure contem- 
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See anyone 
directors, Col. 
tive, R. Beckles 


GILBEVS GOW 


you know Streamer now appearing on London buses? Alfred Pemberton Lid. 
designed the ww t for Cubes ye with animated letters which feature not only the face of one of the Gilbey 


G. oe but also those of Pemberton's vice-chairman 
“Willson. r. 


appears in the * 
r. Willson in the * of 


G” of ,. a Col. Grinling in the *‘ 


G. O. Nickalis, rh dy 


for Gin, 


International ad 
film festival 


AN International Advertising Film Festival is to be held 
in Venice, September 25-28. Organised by International 


Screen Advertising Services—of which Britain's 


Ernest 


Pearl, managing director, Pearl & Dean Ltd., is president, the 
event will coincide with the Italian Advertising Congress. 


Announcing the Festival at a 

conference in London on 

riday, Mr. Pearl said: “We feel 

that this festival will play a large 

_ constructive part in further- 

ing screen advertising on a 

world-wide basis and in enhan- 

cing already high standards of 
production.” 

Film producers from all over 
the world engaged in the pro- 
duction of advertising yal oon are 
invited to compete. The Festival 
is not limited to members of 
LS.A.S., but only cinema films 


are eligible. Entries will be 
divided into the following 
classes : — 

(a) Cartoon; (b) puppets, 


marionettes or models; (c) live 
action; (d) a series of films pro- 
duced for the same advertiser. 
Prizes will be awarded in each 
class and also diplomas for par- 
ticular merits in colour, photo- 
graphy. advertising impact and 
aay = of treatment. There 
a Grand Prix 
qLSAS. Awd advertisi film 
“Oscar’”’) to be awarded for the 


The first of the Brotherton & Co. 
Lid., wid. te head 
o 


is the work 


best film in the Festival. 

The organisers say early indi- 
cations are that there will be not 
less than 200 entries. American 
films will compete. 

Entry forms and rules can be 
obtained from Bruno Kiewe, 
secretary, LS.A.S., 17 Berkeley 
Street, London, W.1. 

The judging will be carried 


out by an independent panel 
consisting of eminent per- 
sonalities in the international 


advertising and film world, in- 
cluding members of advertising 
trade associations, advertising 
consultants, actual advertisers, 
the press and members of the 
public, 

Members of the panel of 
judges will come from six coun- 
tries. They are:— 

Switzerland: P. O. Aljlthaus, 
president of J’Union Inter- 
nationale de la Publicité, Ziirich, 

Belgium: E. Bouchez, president 
of the Fédération Belge de la 
Publicité, Brussels; Claude 
Wielemans, director of a 
cinema circuit, Brussels. 

France: H. Henault, president 
of the Fédération Francaise de 
la Publicité, Paris; Roger Mery, 
a national advertiser, Paris. 

y: Dr. W. Tigges, 
Priizident des Zentralausschusses 
der Werbewirtschaft, Kd6ln- 
Mungersdorf; H. Strauf, adver- 
tising agent, Essen. 

Great Britain: Norman Moore, 
president of the Advertising 
Association; W. A. Cathles, 
Editor of Apvertiser’s WEEKLY, 

Italy: Dott. Dino Villaino, 
president, F.LP., Milan. 

In addition there will be four 
members of the general public, 


from Italy. 
Association organising the 
Festival, International Screen 


Advertising Services, was formed 
in October, 1953, and member- 
ship extends to some 20 leading 
countries. Through 1.S.A.S. any 
member company has an 0 
tunity of a screen a 
tising in practically all coumalan 
throughout the world. 

On the film production side 
interchangeable facilities are 
available to manufacturers 
members of LS.A.S, 


Benson's new 


television offices opened by 8S, H. 
Benson’s in Hanover House, 
High Holborn. 

Clients will view playbacks 
surrounded by the atmosphere 
and furnishings of an average 
family sitting room. 

room contains two built- 
in, specially constructed tele- 
vision sets, one for the reception 
of transmitted programmes, the 
other for back-projection view- 
ing of film commercials. 
Larger screen film projection is 
also installed and radio pro- 
eae can be heard through 

It-in speakers, 

Next to the viewing room is a 
large media planning room, 
where clients may study com- 
prehensive wall charts that 
record television coverage, 
viewership, audience categories, 
programme ratings, and com- 
parative B.B.C. figures. 

In charge of the television (as 
well as the film my ty is 
Anthony Gittins, under the direc- 
tion of P. L, Stobo, joint 
managing director of Benson's. 

Mr. Stobo is at present on an 
extended TV tour of the United 
States where he is exchanging 
views on commercial television 
with various contacts, including 


Benson’s American associate, 
Hewitt, Ogilvy, Benson & 
Mather. 

Working with Mr, Gittins is 
Howard rnes, Benson's copy 


chief. The staff also includes a 
consulting TY producer, pro- 
gramme-booking manager, script- 
writing section, art director, as 
well as the usual secretarial and 
reception personnel, 


How they see it 


in America 


The American Daily has 
arranged three performances 0 
a sample hour of American 
commercial television pro- 
grammes for showing to the 
press, leading advertisers and 

nts, and M.P.s from both 

of the House of Commons. 

Accommodation at the British 


Council Theatre for the r- 
formances, which will be held 
next Monday, Tuesday and 


Wednesday, is limited, and John 
Haddon Ltd., who are handling 
arrangements for the showings 
for the Daily, state that all 
invitations have been sent out. 
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BLACKPOOL CONFERENCE—PRAISE FOR IMPROVED SITES 
Advertisers are becoming more ‘choosey” 


poster men told 


IIPA PRESIDENT ON CONVINCING 
BUYERS THEY GET GOOD VALUE 


HE progress of research in the outdoor advertising 
industry was welcomed by the president of the Institute 
of Incorporated Practitioners in Advertising, Col. Alan 


banquet held last night (Wednesday) in 


connection with the annual conference of the British Poster 
Advertising Association in Blackpool. 


The prime responsibility of 
media owners with time or space 
to sell is to convince the adver- 
tiser that he is getting good value 
for money, he said. 

Any fair-minded person 
making a tour throughout this 
send, and studying the hoard- 

great and small, plain or 
ana would find very little 
to criticise and a great | to 
admire, 

“We know that there has been 
a marked improvement in out- 
door advertising in recent years, 
and this is continuing,” said Col. 
Wilkinson. “The pieture frames 
with which you provide adver- 
tisers have never been so well 
designed or maintained, and I 
believe the pictures (or posters) 
themselves, by and large, have 
never been more stmnalive than 
to-day. 

“I know it is possible for 
critics to poke fun at the poetic 


Modern “site treatment 
was the subject of the exhibition 
which was again an important 
adjunct of the Conference. It 
took the form of many photo- 
graphs, some of them coloured, 
and models of sites together with 
details of the size of sites, and 
that of treatment, cost of labour 
and materials involved, kinds of 
materials and cost of annual 


or poster licence that is taken 
here and there. No zoo keepers 
ever looked so ruddy or so care- 
free amongst their wild animals 
as those in the Guinness posters. 
Few cricketers or golfers would 
retain for long that glossy 

rfection which is well 
illustrated on behalf of some 
hair-cream, Few of our seaside 
resorts quite measure up to the 
allurements as illustrated, where 
all the visitors look young and 
beautiful and shapely, and the 
sun is always shining. 

“But we advertising men are, 
and should be, the honest opti- 
mists of life, striving to find the 
best in everything, whether it be 
a washing machine or a dog 
biscuit.” 

There had been progress in 
every direction, and one particu- 
lar aspect of this progress is of 
special interest to the agents— 
research. 


“If we advertising agencies 
have helped and at times even 
taken the lead in this matter 
(though we all owe much to the 
encouragement of Mills & 
Rockleys), this is due really to 
the pressure of events and our 
own special responsibilities,” he 
continued, “We have to remem- 
ber that our clients are spending 
their money on our advice: and 
we ask you to remember this 
too, 

“For it is, of course, the prime 
responsibility of the media 
owners with time or space to sell, 
to convince the buyer that he's 
getting good value for his 
money. 


PARTNERSHIP 

“We find that owing to the 
high cost of advertising to-day 
the advertiser is becoming more 
and more choosey, and rightly 
so, and he will study and com- 
pare values more still—as addi- 
tional space and new media 
become available, for whether 
we like it or not, it seems certain 
that commercial television is not 
very far round the corner. 

“So, if we desire our business 
to prosper, we can’t afford to take 
it all for granted, for if we do 
the future will be too full of 
trouble to enjoy it.” 

Perhaps for many years 
agencies and the outdoor industry 
had been rather too far apart, 
never hostile or unfriendly one 
to another, but each working on 
its own problems in its own way. 

“To-day we are operating not 
merely as allies but as close 
working partners, each bringing 
our quota of experience and 
goodwill to the common task. 

“There is now a Joint Adver- 
tising Consultative Committee 
on which both sides are strongly 
represented. This is, of course, 
only in its infancy, but I will 
say this: we think it so valuable 
that we are only sorry it was not 
established a long time ago.” 


PROBLEMS 
The LLP.A. was changing its 
Articles of Association so that 
it can admit specialists to 
membership and these would 
include members of outdoor 
agencies. They were also re- 
vising their examination syllabus 

to match this . 


June 17, 1954 


Delegates at the opening session of the Conference. 


“We each of us have our 
ial problems,” he added. 
e don’t minimise yours, or, we 
hope, exaggerate our own. We 
know that in certain districts you 
are finding the operation of the 
Town and Country Planning Act 
more difficult than perhaps it 
should be; at times it seems 
illogical or unfair. But in due 
course with understanding, 
patience, and a care not to offend 
good taste, these things will sort 
themselves out, as ignorance 
gives place to knowledge and 
prejudice to reason and fair 
mindedness. 

“After all, both of us work 
under the strong clear light of 
public opinion, But don’t let 
us forget, too, that we operate 
also under its protection, for 
by and large public opinion is 
fair and not ungenerous, pro- 
vided it is kept properly 
informed. 


“Signs are not wanting that 
there are some people in this 
country who would deprive ad- 
vertising of its present freedom— 
perhaps they are afraid of it. 
Some of the wild statements 
made during the television de- 
bate both inside and outside the 
House of Commons, were just 
staggering—and we neglect these 
symptoms at our peril. 

“Better public relations is now 
essential. We, in our Institute, 
representing 235 member-firms 
and nearly 1,000 qualified prac- 
titioners, are not standing still. 
Our Institute represents over 
90 per cent of the advertising 
agents’ total expenditure—which 
has been estimated, in all forms 
of media, as between £85 and 
£100 million per annum—so our 
influence is not negligible. 

“Unfortunately, grave harm is 
done to all advertising by the 
faults of a few. The public is 
apt to tar us all with the same 
brush with which it rightly 
blackens the worst examples in 
our midst. I am sure that no 
one here would wish to be asso- 
ciated with some of the crude 
and salacious advertising of a few 


sections of the entertainment 
industry. 

“I know the difficulties, for 
example, where such posters are 
on boards outside variety 
theatres and cinemas. If only 
we could, together, make our 
influence felt in this direction or, 
possibly, encourage the majority 
of entertainment advertisers to 
bring this small minority up to 
their own decent standards, we 
should be achieving much and 
disarming our sterner critics, 
which it is important to do. 


WINNING CONFIDENCE 
“We, on our part, and I know 
that you are not inactive in this 
matter, must do all we can to 
ensure that the public under- 
stands what good advertising is 
and what it stands for; that it is 
as necessary to the prosperity of 
this country as a high industrial 
output, and that it is as 
important in helping to distribute 
the right goods at the right time 
to the right places, as ships 
and railways and delivery vans 
— carry these goods from 
roducer to the consumer. 
inally, I believe, both of us 
bana the right to be proud to 
be in advertising, of the work we 
do and the way we are doing it; 
proud, too, that we are helping 
people to find and share the good 
things of life, <~ we must 
always take care to keep our 
own house in order, otherwise 
we shall forfeit that by which we 
live—public confidence and 
goodwill. 

“Both of us have a great 
responsibility, let us never under- 
estimate the importance of our 
work for the common good.” 


VALUE OF BPAA 

Publicity is the lifeblood of 
Blackpool, the Mayor of Black- 
pool, Cr. W. Ogden, stated in 
declaring the Conference open 
on Tuesday morning. The value 
of such an Association as theirs, 
he told the assembled delegates, 
lay in the criticism and publicity 
it provided for the work of its 

ividual members. 
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12 ways in which poster industry could 
develop a public relations policy 


Twelve suggestions as to how 
the poster industry could develop 
its public relations were given 
at the British Poster Advertising 
Association’s conference by R. A. 
Paget-Cooke, chairman of the 
council, Institute of Public 
Relations, 


1. Where they saw controversy 
looming up — nationally or 
locally—they should take the 
offensive and be the first to tell 
the public the facts. 


2. In wooing the public they 
should in general choose favour- 
able ground. They should con- 
centrate on tactfully telling the 
story of their voluntary work on 
behalf of good causes. 


3. Again, they should be the 
first in their own towns to initi- 
ate all sorts of efforts for things 
needed—playing fields, better 
road safety, holidays for local 
orphans. 


4. Poster people must get to 
know the people who mould 


me opinion. At national 
evel this meant the appointment 
of a public relations officer. At 
local level, they should agree on 
the voluntary appointment of 
one of themselves—whether con- 
tractor or es ~as honorary 
P.R.O., to seek out opportunities 
for each and all to be the 
P.R.O.s on specific occasions. 

5. The press should be invited 
to come and meet them, to ask 
all the questions they wanted 
and have them answered fairly, 
squarely and factually. 


On the platform 


6. Poster people should seek 
opportunities of taking part in 
town forums, debating clubs, 
and B.B.C, regional programmes. 
Even if the subjects were not 
always “posters,” they would 
are! be able to contribute 
elpful analegies related to the 
industry, and some facts and 
figures about it from time to 
time. 


7. Full use should be made of 
the correspondence columns of 
newspapers. 

8. They should consider the 
making of film-strips to put over 
subjects like “The Better—The 
Cheaper,” in which the poster 
industry's role in advertising 
could be interestingly  inter- 
woven. Some 15,000 secondary 
schools had film-strip projectors. 
What a chance to give future 
generations the right perspective 
on the industry! 

9. There was also the possi- 
bility of making a documentary 
film about the industry's work. 
Hundreds of bodies up and down 
the country needed short films 
for their frequent film shows. 
The facts about the industry 
must somehow be projected to 
the thousands of local govern- 
ment committee members whose 
decisions affected it so vitally, 


10. Many public relations 
media might be used. The well- 
written leaflet, for example, 


might be just the answer for an 


Conference delegates photographed during the Mills and Rockleys Cu 
Poster Advertising Association's golf tournament at the Royal Lytham 


driving, watched by Charles Pascal. 


2, L. W. 


contest, which was part v4 the British 
t. Annes Golf Club. 1, 
Webb and J. W. Kay. 


ouglas Bull 


H. Wass and Kenneth Edwards. 


4. (. to r.) Kenneth Edwards, Fulton Brown, H. Wass and Graham Roe. §. Frank Kay, putting, watched by 


Mrs. Weldon Corkery and Colville Hobden, 


Lovely weather greeted the 
social activities of the Conference 
on Monday when 116 of the 
visitors greatly enjoyed a coach 
tour to the Lake District, in- 
cluding an eight-mile tour of 
Lake Windermere, while about 
30 others completed for the golf 
trophies. 


At the Royal Lytham and 
St. Anne’s Golf Course on 
Monday morning the Mills and 
Rockleys Cup (18 holes medal 
one round off club handicap) 
was won by H. Wass (74 nett), 
runner-up being J. W. Kay (76). 

In the evening the Leicester 
Cup (18 hole two ball foursome 


6. L. T. Denson, driving, watched by R. K. Jullens. 


bogey competition) was won by 
G. C. Burton and G. E. C. Smit 
(4 down), the runners-up being 
G. C. T. Pascall and R. J. Hunt 
(6 down). 

The awards were presented to 
the winners by K. B. H. Edwards, 
deputising for H. Barrett, the 
Association's president-elect. 


approach to local clergymen on 
some particular matter in which 
their lack of information might 
wrongly influence others. 

11. Locally they might devise 
some models for local exhibi- 
tions—showing the poster sites 
in the town, how few they were, 
how well sited from a planner's 
point of view, how they helped 
to brighten the town, and so on. 
Models could provide good pegs 
for press publicity, 

12. One model might show the 
town and its poster sites as they 
normally were from day to day; 
the other, how it would look if 
all the posters in the town were 
taken down, A local effort of 
this kind might also achieve 
national impact. 


What people think 


Mr. Paget-Cooke quoted a 
number of opinions about posters 
and hoardings expressed to him 
by people in various fields of 
activity, such as women's organi- 
sations, the police, local authori- 
ties, and journalism. He found 
that nobody seemed to know 
enough about the poster indus- 
try’s voluntary, unpaid work for 
good causes, such as cancer 
research, and at Christmas time. 
And not one of the view-givers 
—and they were all. responsible 
people—mentioned either the 


painstaking work of Outdoor 
Advertising Industry Advisory 
Committee; or the industry's 

rsevering co-operation with 


ocal planning authorities; or the 
part posters played (with adver- 
tising as a whole) in making 
mass production, and therefore 
lower costs, possible; or the 
colour and gaiety they brought 
to drab town areas; or the con- 
tribution the industry made to 
local rates. 


What the PR programme 
would call for 


A deliberate, planned and sus- 
tained public relations pro- 
gramme would call for: constant 
and whole-hearted co-operation 
among all the industry's mem- 
bers; vigorous and objective 
work to estimate the state of 
public opinion about the indus- 
try and gather all the facts about 
its many achievements; deter- 
mination by all to hammer out 
a public relations policy for the 
industry; willingness to provide 
the funds with which to create 
and maintain a manifold pro- 
gramme of public relations 
activities; and choice of a pro- 
fessional! public relations man or 
woman of high standing, and 
the constitution of a small sub- 
committee of leading Association 
members, to assist him or her 
with expert knowledge about the 
industry. 
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George Burnside joins Legget 


Nicholson as deputy chairman 


Burnside, former 
managing director of Erwin 
Wasey and Co., Ltd., has joined 

et Nicholson and Partners 

. a8 deputy chairman. 
Joining Erwin Wasey as an 
account executive in 1935 he was 
appointed a director the follow- 
ing year. He was managing 

director from 1946 to 1953. 
Later he came back from New 
York as vice-president (London) 
of the Biow 
Co, Inc., one 
mm of the 10 
S top - ranking 
agencies in 
s America, 
§ with the task 
s of vies =f 


Dlities of 


October owing 
difficulties. 
Mr. Burnside told Apver- 


Tiser’s Weexty: “I consider 
planned marketing and merchan- 
dising absolutely essential as a 
basis for an ones - 
ign, a policy which forms 
foun tion of all Legget Nichol- 
son eotvases.” 


ow a in charge of space- 
buying in Manchester office, 
buying vy e.. Jr., who came 
fe poy Rew = } this yeas, es 
charge ce-Duying & 
Cenden office. 


British Engineering 
their representative in the 
eastern area. 


a * 
New officers ot the Fleet Street 
Players are: chairman, 
Griffin; commitice, Ethel 
, Gordon Clarke, Leslie Rovch: 
secretary, Greta Jansen 
hon. publicity — T, bg > 
* 


Costes Panton who has been 
with Austin Miles Ltd., block- 
makers, for four and a half years, 
has been appointed sales manager. 


as advertising manager in —- 
of all press adve . Mr. d- 
win was previously advertising and 
London manager of Jowett Cars 
Ltd., and, before the war, a brand 
fcr executive Thos. 
edley & Co., Ltd, 
* 

Robert re: i an industrial 

comepenees of “The Scotsman, 
relations 
officer = fe ay iy - ara 
He will operate from Dundee 
— * * 
D. E. Stewart has been appointed 
blcity“ofieer tor the B c, in 
Scotland. ring the war 
served with — public relations 
in Burma, Malaya and Java. More 
recently he was sub-editor with the 
Weekly Scotsman, 
* a . 

J. M. Feehan, managing director 
of the Mercier Press, Cork, pub- 
lishers of Jrish M ement, has 
just returned from a i trip 
to the United States. 

- ae 

E. de Reymont is leaving 
nedy-Brindley Ltd., Dublin 4 a 
Domas Advertising, Dublin. 

Birthday nad 

Sir Frank Newnes, chairman of 
Newnes-Pearson, was awarded the 
C.B.E. (Civil) for his work as 
chairman of the Eastern Dental 
Hospital, London, in the Birthday 
Honours list last week. W. Mabane, 
a director of Kemsley Newspapers, 
one of Lord Kemsley’s , ad- 
visers and chairman of Civil 
Defence Publicity and hootonent 


Committee, was awarded a 
hood (K.B.E. (Civil) ). 
- 


appointed general of 
Duleet Confectionery Lid. To fill 
aaa, northern 


Fashion ographer George 
Milles is ere in a Universal 


newsreel now showi in London 
and the vinces. item tells 
the life of a model and in the final 


uence p & is shown working 
ore the Miles camera. 


J. Cain 


D. Barton 


ee = 
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J. H. Baldwin 


New publicity manager 
for Hulton Press 


John C who joined Hulton 
Press in 1952 to handle advertise- 
~; = on Picture Post, 

inted — 
Imenagc for all ¥ ulton publications, 

For the past year Hulton publicity 
has been controlled by John Myers 
who undertook this additional re- 
sponsibility while continuing to act 
as manager of Hulton Enterprises. 

“The recent expansion of Hulton 
Press in the children’s market, and 
the development of several import- 
ant new projects upon which Mr. 
Myers is now engaged, have made 
it necessary for him to devote his 
full time to Hulton Enterprises,” 
state Hulton’s. 

Mr. Cain was a senior cy 

writer before the war. ter 

me editor of Shelf Appeal, 

the marketing monthly. Succeeding 

Mr, Cain as advertisement develop- 

ment manager is Derek Barton who 

started as a copywriter with Mather 

& Crowther Ltd. and has recently 

been assistant 4 — Been 
manager of 


— * - 

H. N. Robinson has _ been 
appointed managing director of 
L. A. Stronach & Co, (India) Ltd., 
and will be taking up his duties in 
Bombay carly in October. Mr. 
Robinson was a_ director of 
Stronachs from 1946-1949. He is 
at present in Australia. 

* - * 

P. Jackson-Feilden, copywriter at 
Masius and Fergusson d., has 
and ‘im head of the agency ’s 

ilm me 
* 

Sion | Foot, an account execu- 
tive at Masius & Fergusson Ltd., 
is o, feurins the Far East, visiting 

-_%- Singapore and Ceylon, 
where he thering information 
= market research. 


been elected chairman of 


Walter Graebner, managing direc- 

tor of Erwin Wasey & Cor Ltd., 

od returned from a month's visit 

to the United States and Canada. 

He visited Erwin Wasey offices in 

Chicago, Los Angeles, New York 
and Toronto. 

* * 

Harold G. L. Collins 4 is join 
the board a Barnard & wong 
Ltd., letterpress and lithographic 
printers, to take the place of 
A. R. K. who is i= 
Mr. Collins is a nephew of W. Hope 
Collins, managin harw of Wm. 
Collins Sons & , Ltd., Glasgow, 

of Geoffrey chair- 
man, West Country Publications. 


P.A. elections 


At a meeting of the Press Asso- 
ciation’s board of directors follow- 
ing the a meeting yesterday 
(Wednesday), J. L. Burgess (Cum- 
berland Evening News, Carlisle) 
was clected chairman of the board 
and the Association, and A. G. 
Jeans (Liver, Daily Post and 
Echo), vice-chairman. John Thom- 
on (ceatoraawve Evening Sentinel, 

anley) (chairman), N. 
Rdeghionen (Scotsman, Edinburgh), 
and H. L. Howarth (Northern 
Echo, Darlington, and joint manag- 
ing director Westminster Press 
Provincial Newspapers), were elected 
to the finance committee. 

Mr. Howarth was elected to the 
board to fill a vacancy from 
the retirement of W. 

(Bristol Evening Post). 


Savoy Hotel, at which Field- 
Marshal the Rt. Hon. Earl 
Alexander of Tunis, Minister of 
Defence, was the principal guest. 
hese present i _— ad 


Wat. Rida Smith, H. R. Davies, and 
4d the 


te Sockty and A. C, Dun- 
can, chairman of Odhams Press 
Ltd., Cecil H. King, chairman of 
Daily Mirror Newspapers Ltd., and 
D. F. H. Packer, managing director 
of Australian Consolidated Press, 
representing Reuters Ltd. 


OBITUARY 


John Moore 


A verdict of accidental death 
was recorded at an inquest on John 
Moore, aged 25, copywriter with 
Rooster Publicity Ltd, Peter- 
borough, who was killed in a car 
crash. Mr. Moore was press officer 
of Peterborough Publicity Club. 


ABC. Figures 
July to Dec. 1953 


CAMBRIDGESHIRE TIMES GROUP 
65,459 vi, 


London Representative 
69 Fleet Street, £.C.4 


ARNOLD ELLIS 
64 Cromford House, Manchester 4 Tel. Blackfriars 6987 


Head Office: TIMES BUILDINGS, MARCH 


: W. 


Tel. March 2368/9 
H. WALMSLEY 
Tel. Central 9353 
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if he passed his scholarship. 


And has he passed ? 
Oh, yes. He’s coming in with his father on Saturday. 

I'll bet Dad gets a shock when he sees the price of it. Those trains cost 
nearly £25. 

They're a bit on the dear side, I must admit. But he'll keep to his promise all right. 
You should have seen the bicycle he bought for his daughter when she passed her 
scholarship. 

Lucky kids to have such a generous father. He must have a pretty good job. 
Not by conventional standards, he hasn’t, As a matter of fact he’s a foreman in 
that big factory up the road. But by and large people like that have got the money 
these days. They've been doing bags of overtime up there and I happen to know 
that this kid’s elder brother works there as well. 


All of which adds up to a pretty big family income. A family income quite a 
few executives would be pleased to have. 


Without the burden of an executive's overheads. However, when people like that 


make decent money they don’t mind spending it. Which is very good for trade, 
after all. 


DAILY MIRROR 


‘He said his Dad promised him one 
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ADVERTISER'S WEEKLY 


With the biggest daily 
net sale on earth, 

the DAILY MIRROR 
offers the most powerful 
mass market coverage 
in the history of daily 
newspapers at the 
lowest square inch per 
thousand rate of 

all national dailies. 


When planning 

your schedule you 
MUST include 

The DAILY MIRROR 
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BLACKPOOL CONFERENCE—SOME FALLACIES EXPLODED 


Why the best posters always 20 off BANG 


‘PAINTERS COMMISSIONED TOO RARELY’ 
SAYS FILM STUDIOS AD CHIEF 


"THERE are even fewer good posters now than in the past, 
because the artists who really influence the contemporary 


way of seeing things are not commissioned to do poster 
work, This was contended by S. John oy advertising 


director, Ealing Studios, 


By the artists in question he 
made it clear that he did not 
mean commercial artists. He 
meant the easel painters and the 
mural painters who were called 
offensive names one year, and 
whose way of seeing things has 
become almost an advertising 
cliché ten years later. 

“This is where the real decline 
of the poster is seen,” he said, 
“in the fact that these people, 
the painters, are now very, very 
rarely commissioned to do a 
mange Modern art has got a 
ong way out of touch with the 
public, | know, and artists are a 
risky lot to deal with—the client 
never quite knows what he'll get 

but between the wars there 
were a few men _ enterprising 
enough to take the risk. And 
it’s a risk that I believe pays, not 
on the basis of civic pride, or 
being a patron of the arts, or 
turning the hoardings into a 
public art gallery--but pays on 
a basis of effective poster adver- 
tising.” 


The three-fold task of a 


poster 


Mr. Woods began by asserting 
that the important thing about 
this large majority of bad posters 
was that they were not only 
ugly—they were not effective as 
poster advertising. 

The job of a poster was three- 
fold: first, to catch the eye; 
second, to give a message; third, 
to influence action. Taking the 
last point first: posters had 
obviously to aim at creating an 
immediate reaction. Commodity 
posters had to try to make the 
public say “Oh, I must try that.” 
Film posters had to try to make 
them say “Oh, I must see that.” 
But he did not think it often 
happened that way in real life, 
and to consider posters wholly in 


the light of that aim was a 
disastrous attitude. 

Posters did influence action— 
but in a more subtle and round- 


whose subject at the 
Conference was “Improving Poster Design.” 


Blackpool 


about way. The job one could 
do with a poster was a limited 
one—much more limited than 
with a press advertisement or a 
brochure or, presently, on tele- 
vision. One could not state 
reasoned arguments, or. indeed 
arguments of any kind; one 
could not lead the public from 
- idea to another. Essentially 

pny must go off BANG— 
only it was a bang to the eyes 
oan not to the ears. 

The impact and the message 
must be immediate; it must be 
flashed across, 

And very often he thought 
that this happened almost with- 
out the conscious attention of 
the public being engaged. 

Posters on the highways and 
on the sides of moving vehicles 
were seen fleetingly, and usually 
by people engaged in doing 
something else—driving or shop- 
ping or talking. If one claimed 
they influenced action, one must 
agree that they functioned on a 
more or less unconscious, non- 
intellectual level, for otherwise 
they were a danger and a menace 
to drivers and continually dis- 
rupted any conversation. 

The relationship of posters to 
public was not that of a sergeant- 
major to his troops; the poster 


MORAL OF THE 


Claiming that the poster, 
properly used, had probably 
more power (in its» limited 
range) than any other 
medium, S. John Woods, ad- 
vertising director, of Ealing 
Studios, told the Conference: 

“This was clearly demon- 
strated some years back by 
the public clamour raised by 
the poster of the widow-in- 
weeds. This poster was ex- 
tremely simple, the drawing 
of the widow was straight- 
forward, almost photographic 
——but how much more power- 
ful it was than any photo- 
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The Imperial Hotel where 


was nearer in its effect to a 
fifth-column, insinuating ideas. 

Mr. Woods believed that the 
second great fallacy was found 
in this all-too-common reaction 
when a poster design is sub- 
mitted: “Now / like that 
immensely, lovely piece of art- 
work; but the public won't stand 
for it you know—it's above their 
heads.” 

In other words the public were 
first set up as being “art critics” 
and then thrown down as being 
critics with moronic and cre- 
tinous tastes. He simply did not 
believe that the general public 
had any such conscious attitude 
to posters; they did not look at a 
poster with a critical eye and say 
“That's jolly fine art” or “What 
a dreadfully drawn figure” or 
“Well, it may wash my clothes 
whiter but what hideous \letter- 
ing.” 

But these two attitudes on the 
part of the clients—first, that 


shen Setanta aad 
GLOOMY WIDOW 


graph, how much’ more 
moving, how much more 
effective! 


“The artist had been used 
and used properly. 


“The artists are there to- 
day as they have been at any 
time. The printers are as 
efficient. The hoardings are 
smarter than they have ever 


been. 


“It's the manufacturers, the 
distributors, the managing 
directors that need to be 
influenced in order for better 
posters to be produced.” 


the Conference was held. 


ters directly and consciously 
influenced action; second, that 
the public looked at posters with 
a conscious and critical mind— 
led to many good poster designs 
being rejected and to conditions 
being imposed on _ designers 
which inevitably led to bad 
posters. 

The other function of posters 
was to catch the eye. We all 
started life by using our eyes 
long before we used words and 
we all share basic human reac- 
tions to things seen. It was a 
natural human response to find 
blue a more restful colour than 
red, to find more repose in a 
horizontal line than in a vertical, 
to find disturbance in a jagged 
line and movement in a wavy 
one. And it was part of our 
nature, as it has developed over 
centuries, to associate purple with 
royalty, black with death, white 
with purity, and so on. We 
talked of “green with envy,” or 
“purple with anger,” or “the 
yellow streak of cowardice.” We 
recognised the evocative power 
of colours in talking of colours 
that are gay and colours that are 
sombre. This was terribly ele- 
mentary—but one had only to 
look at the hoardings to see that 
these elementary facts were often 
disregarded. 


Elementary facts are ignored 


They must be taken into 
account in designing any poster 
and, of course, the professional 
designer or artist did this auto- 
matically. It was the poster pro- 
duced from the managing direc- 
tor’s scribble, knocked into shape 
by the printer's litho artist, that 


@ Continued on page 615 
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Rev. “ Tubby ” Clayton founded 
Toc H, known the World over for 
week-day Christianity and true team- 
spirit in and after two World Wars. 
“Tubby ”’ at 68 is still a handy man w 
have available at London’s heart; his 
stronghold is Tower Hill. City and 
Stepney are combined in him. He has a 
constellation of old briars, a Cairn named 
“ Chippie "’ and a range of teapots brew- 
ing a flow of tannin at all hours. His 
hobby is the work he has at heart. 


“My Daily Mail by ‘TUBBY’ CLAYTON 


and trust the Mail, because it does not try to make their flesh 


MORNING NEWSPAPER, which concentrates the news in 

short, sharp sentences, wakes and stimulates ere work 
begins. As early birds envisage early worms, the early City 
worker must neither miss his train nor yet his Mail. He must 
have news, brilliantly predigested. That’s where the Daily Mail 
first led the way, when I was young. It has not lost that lead 
in °54. What’s in the wind, at home and overseas? The Mail 
will tell me, swaying on a strap. We can find what we want 
forthwith. 

But quick news is not everything. We look for judgment 
and integrity. The Editor interprets the world scene. Inter- 
preters, like priests, must make friends with all sorts and 
conditions of men before they attempt persuasion. Folk like 


creep. It does not bamboozle. It is not hysterical. It shakes 
off the Slough of Despond, and does not linger indefinitely in 
Vanity Fair. 

In short, the Daily Mail is energising, and also wholesome 
and alert. No child has come to harm by reading it. This 
newspaper is not without ideals. It has its own proud records 
of achievement. It has traced many troubles to their sources, 
and most effectively increased morale among our race. It long 
has proved, and it remains today, a genuine tribune of the 
British people, interpreting their outlook, establishing their ways, 
heeding their sorrows, encouraging their hopes. I gladly 
recommend the Daily Mail.” 
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Department stores may welcome small 
man’s safeguard | 


BRANDING AS STABILISING FACTOR 
AGAINST NEW FORMS OF RETAILING 


DPEPARTMENT stores have benefited, as compared with 
other forms of retail distribution, from the fact that the 

money spent on advertising is more effective, out of all 

proportion, as the scale of expenditure rises. 


This point is made by Dr. H. 
Pasdermadjian in his latest book 
The Department Store: its 
Origins, Evolution, and Econo- 
mics (Newman Books, Ltd., 16s.). 
In addition to the fact that “the 
expenditure of £100,000 on ad- 
vertising by a single firm has 
far more effect than a 100 

blicity budgets of £1,000 each,” 

fr. Pasdermadjian summarises 
the advantages enjoyed by the 
department store as foll >:- 

They can afford to have on 
their omen qualified special- 
ists working full time on their 
advertising and display; 

The combination of many 
merchandise groups in the same 
firm permits more economical 
promotion of different articles 
at the same time; 

Customers attracted by the 
—— of one department 
will also buy in others; and 

The department stores can 
use media impossible for 
smaller stores that have 
limited clientele or a limited 
area from which to draw. 


Success—or weakness? 


On the other hand, states the 
author, this element of success 
has tended to become one of 
weakness owing to various fac- 
tors. These include the tendency 
of advertising costs to increase; 
and the use of advertising as a 
melee weapon for competition 
within the department store field 
itself leading at times to a per- 
verted form of “high pressure” 
sales promotion. 

In order to straighten out this 
situation he recommends two 
main approaches. One is that 
stores should establish a relation- 
ship between the cost of adver- 
tising and its results, thus 
reducing wastage resulting from 
misdirected effort. Secondly, the 
amount of advertising done by 
department stores ought to be 
governed by the department 
store line as a whole, rather than 
by “the desire to engage in 
internecine strife by means of 
advertising volume.” 

Two factors that have helped 


the small independent retailer, 
Dr. Pasdermadjian points out, 
are: nationally advertised brands 
and fixed resale prices. The 
former makes selling easier, and 
the latter makes profits sure and 
competition less keen. At the 
same time, manufacturers have 
established such a firm consumer 
demand for their products that 
they consider themselves much 
more independent in relation to 
retailers. A proportion of 
customers come to the store 
already “sold” on a_ particular 
article—and this reduces the 
scope of merchandising. 


Dangerous competition 


“Under these conditions one 
understands the dislike with 
which the modern forms of dis- 
tribution have watched the ex- 
pansion of national brands and 
of fixed resale prices. And this 
is so much the more as national 
brands and resale price main- 
tenance have made, during the 
last decades, continuous progress. 
This movement is likely to con- 
tinue.” 


The author foresees that, in 
years to come, the most dan- 


‘gerous competition for one 
rom 


ment stores will come, not 

the small shopkeepers, so much 
as from new forms of retailing. 
He considers that “department 
stores . . . may welcome the 
development of national brands 
and fixed resale prices as 
stabilising factors in their con- 
test with these new forms of 
retailing, in the same way as the 
small shopkeepers welcome them 
to-day in their fight.” 


Judges for the Lever Bros. Lid. window display contest, won by S. Ander- 
son of Great Gransden, Beds., examine the prize-winning entries. Left to 
right: W. Drew, editor of “The Grocer,” E. L. Burfield, of W. H. Smith 


& Son, Lid., Mrs. O'Leary, a housewife, and E. Lucking, 


play manager 


of Liberty & Co., Lid. Mr. Anderson received a | ne of £500 for his 
is urdy 


lay. Second prize, of £250, was won by W. 
arm 


Lid., of Great 


outh, and the third, of £100, by A. J. Pugh & Son, Bristol. 


How technical press can 
help science 


The problem of bridging the 
gap between scientific research 
and its industrial utilisation was 
discussed by W. Leonard Hill, 
chairman of Leonard Hill Tech- 
nical Group, London, which 
publishes 13 monthly technical 
journals and a number of 
reference works, in his chair- 
man’s address to the agriculture 
group of the Society of Chemical 
ndustry. 

Mr. Hill said that much useful 
technical information was being 
permanently lost because of the 
reluctance of the people con- 
cerned to write up their work 
for publication. Some industries 
were excessively secretive, in con- 
trast to the much freer exchange 
of technological information in 
the United States which so im- 
ressed various Anglo-American 

oductivity Teams. 

In contrast to the comparative 
paucity of technological inform- 
ation in Great Britain, there 
was no lack of research papers 
emanating from more academic 
organisations. The = difficulty 


NEW NAME FOR BIGGEST TOY FAIR 


The Harrogate Toy and Fancy 
Goods Fair, world’s biggest shop- 
window for playthings, has been 
renamed the International Toy 
Fair and will adopt its new title 
for the sixth edition of the Fair 
to be held at Harrogate from 
January 8-14 next year. ; 

As in previous years, the chair- 
man of the publicity committee 


is H. Richard Simmons, manag- 
ing editor, Games and Toys and 
British Playthings Overseas, with 
Herbert Harris as press officer. 
The new title underlines the 
internationalism of the Fair, 
which exhibits foreign as well as 
British toys and attracts overseas 
buyers in large numbers. 
(See Mainly Personal, page 616) 


here was to get all these papers 
published. Mr. Hill discussed 
the rapid utilisation of new dis- 
coveries and suggested that 
scientists should send their re- 
search papers to the technical 
press for speedy publication. 

If such papers were accom- 
panied by editorial summaries 

inting out their significance in 
ess technical language, they 
would attract the keen interest 
of technologists and business- 
men and the application of pure 
knowledge would be accelerated. 


‘Unrealistic’ models 
The realism of display models 
in women’s clothing stores was 
challenged by hair stylist Ray- 
mond during a talk to the British 
Display Association. 
he object of a model, he said, 
is to demonstrate to the buyer 
ae how a garment will look on 
er. Quite a few women wear 
spectacles—and yet how many 
figures in West End and other 
department stores wear them? 


Midnight matinée 
The Lord Mayor of Birmingham 
and Mrs. J. R. Balmer were chief 
uests at a midnight matinée at the 
ddeon Theatre, New Street, Birm- 
ingham, recently, to provide addi- 
tional pensions in the Midland area 
for the Printers’ Pension Homes 
and Orphan Asylum Corporation. 
The J. Arthur Rank Organisa- 
tion's new Ealing film “‘The Rain- 
bow Jacket" had its Midland pre- 
miére at this matinéc, 
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COMMENT 


SEARCH FOR 


TALENT 


Advertising is an expanding busi- 
ness in Britain to-day. The 
prospects are that the expan- 
sion will continue. And with 
prosperity there will grow to 
even greater proportions the 
problems of staff. 

Chief sufferers at present are the 
agencies. They are short of 
creative staff. Even shorter of 
first-class, trained creative staff. 

In this field valiant efforts have 
been made by the Advertising 
Creative Circle. The fruits of 
these efforts will ripen five or 
10 years hence. 

Elsewhere the picture is less satis- 
factory. 

lt is now eight years since the 
war ended, however, and time 
for a serious re-examination of 
the problems of recruitment to 
and training for advertising. 


Training system 

The problem is complex. The 
demand is for highly skilled 
and experienced men and 
women all branches of the 
business. They cannot be pro- 
duced overnight, so the key 
to the future is an efficient 
training system. 

There is evidence that present 
training methods may not be 
entirely satisfactory. For 
example, only nine out of 50 
entrants qualified in the last 
intermediate examination of 
the Institute of Incorporated 


Practitioners in Advertising. 
Such a low yo of 
passes cannot considered 
satisfactory. 


Maintaining standards 

As the examination is based on 
a syllabus it cannot be said 
that the standard is too high. 
It would certainly not be desir- 
able to lower the degree of 
efficiency aimed at in these 
test: 


s. 

The conclusion is inevitable: If 
the great majority of pupils 
are failing there must be some- 
thing wrong with the teaching. 
The basis of the trouble is at 
scholastic level. 

The Institute will shortly an- 
nounce new dates and a revised 
syllabus. At the same time it 
might suggest new methods for 


improving the training of 
young men women in ad- 
vertising. 


Walkers 


eee limited 


Wits HAT with all this emphasis 

calligraphy—in ad- 
versie for example—some 
of us may have thought there 
was a renaissance in the art of 
hand-writing. 

Not a bit of it! 

Europeans, apparently, have 
allowed their hand-writing to 
decline to the “chicken-scratch” 
level 

So says W. K. Olson, a 
former president of the Fountain 
Pen and Mechanical Pencil 
Manufacturers’ Association of 
America. Having just completed 
a tour of Europe, Mr. Olson 
sees big business here—for 
American manufacturers. 

“European writing instruments 
are vastly inferior to practicall 
all American models,” he is tell- 
ing them way back home. 

Urging his compatriots to get 
into this “fertile field,” Mr. Olson 
forecasts “ready acceptance for 
their products.” 

Is it a coincidence that in 
the face of this threat of 
further competition — British 
hall-point) manufacturers are 
stepping-up their advertising? 
Three “bullets” from _ this 

week's news bulletin: 

(1) Waterman's Flair will ap- 
pear in full pages of quality 
magazines throughout June and 
July. 

(2) National advertising is 
promised (in the trade press) for 
three Presspoint models. 

(3) The Roll Tip 22, which 
made its debut at the B.LF., will 
be widely advertised ‘when pro- 
duction problems have been 
settled,” 


SELLING MOLOTOFF 


N his presidential address to 

the United Commercial 
Travellers’ Association, Lt.-Col. 
Maurice Batchelor, ardent 
apostle of advertising, expressed 
the view that any traveller worth 
his salt could turn a Russian 
“No” into “Yes.” 

“Never before did Britain re- 
quire international salesmanship 
more. It is essential that we be 
represented at the international 
council tables by those experi- 
enced in the art of selling if we 
are io achieve success.” 

Perhaps Col. Batchelor feels 
that too often, maybe, we have 
been represented by those experi- 
enced in the art of buying—a 
pup. 


MANCHESTER | 
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Talking Points . 


DVOCATES of action to 

present advertising in a 
more favourable light to the 
general public will relish the 
observations of the New Yorker 
on this problem. 

“Advertising badly needs ex- 
pounding in countries that 
distrust America’s gaudy prac- 


tices and noisy ways,” says that 
journal. 

Instead of being sensitive 
about being called hucksters, 


advertising men should proclaim 
their thanks that a press sup- 
ported by whisky and bath salts 
is better than one financed by a 
government or political party. 
Says the New Yorker: “Ad- 
vertising is a wind that blows— 
our industrial chinook, keeping 
the fires of trade stirred up, 
keeping the press defiant.” 


COPY-LINE QUOTE 


UOTING an American tailor 

that “the man who doesn’t 
spend 10 per cent of his income 
on clothes is a bum” the Tailor 
& Cutter added this editorial 
explanation : 

In considering this  state- 
ment, readers should remem- 
her that the application has 
a_ different meaning in 
America, where a “Bum” is 
a tramp, a hobo; the very bot- 
tom of society.—Eb. 
Copy-line here for a Savile 

Row campaign? 


American challenge a shot-in- -the-arm 
for pen advertising in Britain 


Rather OMOnous? 


The latest “Tips” film featur- 
ing Jeanne Heal carries this piece 
of dialogue: “Il gave those new 
powders a try but I soon went 
hack to Persil.” 


LITTLE HORRORS ? 


AILURE of last year’s vigor- 

ous attempts to reduce road 
accidents is leading to more talk 
in road safety committees about 
the effectiveness of various types 
of poster publicity. 

There are two schools of 
thought, .. . 

1. Horror posters give maximum 
impact and scare motorists 
and pedestrians into careful 
road conduct. 

2. Horror posters unnerve some 
motorists and lead to more 
accidents. 

Until the arrival of the 
ea boy” poster it looked 

the soft-pedal school of 
thought was winning. Now atti- 
tudes are changing. 

It is interesting to know what 
children think of the scare 
posters. A newly formed Junior 
Accident Prevention Committee 
at Worthing has recommended 
more horror posters. And they 
want them to be displayed at 
spots where accidents have 
occurred, 


TO-MORROW'S TOPICS 


® A determined bid for publicity 
in Britain for a wide range of 
their products is to be made 
by countries behind the Iron 
Curtain. Already they are 
making large scale reservations 
of space at big exhibitions. 

®@ Increased purchases of flour 
from abroad are the first indi- 
cation of more intensive 


competition in the bakery 
trade. Branded flour will re- 
ceive increased advertising 


support shortly. 


® Coalite publicity will be in- 
creased next year when three 
new production units come 
into operation. 


® Strong efforis are to be made 
to increase the popularity of 
home-produced cheeses. Pro- 
ducers are becoming concerned 
at the effect advertising by 
overseas countries is having. 


® More sales drives by German 
car manufacturers will be 
launched here soon. Plant 
extensions now in progress in 
West Germany will result in 
an added output of 200,000 
cars annually. 


® Fine art publishers on the 
Continent are investigating the 
possibilities of supplying pic- 
tures for manufacturers using 
coupon and gift schemes in 
this country. Such link-ups are 
popular in Switzerland for 
toothpaste, soap, chocolate. 


® Competition in the furniture 
polish market will be stepped 
up when a leading manufac- 
turer launches a product with 
a plastic base which, it is 
claimed, will give a longer- 
lasting finish. 
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“ANOTHER SOLUS TRANSFORMATION” 


It looks far better as a Solus Site 


These two photographs tell an unmistakable story.} A dingy, derelict wall has 
been smartened and remodelled. Now it is a bright, attractive poster site which 
improves the local amenities. National Solus Sites like this—standing alone, 
right at the point of sale—are available in all commercial areas in England and Wales. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND + LONDON - 


W.C.2 + TELEPHONE: TRAFALGAR 4922-8-4 


DIRECTORS: T. A. ALLAM (Managing Director) + 8. BE. CARTER - P.W. FELTON + & H. LAWSON 
MEMBERS OF THE 


SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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an investment 


for industry... 


THE 
INVESTORS’ CHRONICLE 
is the leading investment 
and financial weekly 
in the United Kingdom, 
with by far the largest 
circulation in its field. 

Apart from 
providing an essential 


platform for 
Company Chairmen in 
the “Voice of Industry ” 
section, the Investors’ Chronicle 
is surely a first choice for 
industrial and consumer 
ine advertising as well. 


INVESTORS’ 
CHRONICLE 


GEORGE BULLOCK Advertisement Manager 


li, GROCERS’ HALL COURT, LONDON, E.C.2 
MONARCH &833, 


a ADVERTISER'S WEEKLY 588 ‘ June 17, 1954 
, f ee>- X ' 74 A 
: | tt ell Sa en lh Whas 7 B pe 
: AS mm | | ‘IC; bie ae Ni Se ppt andy y) 
9 a a | ws al > ae: — . ~ae } 
ce ——— cz et ea g's: 
3 : 1) ee oo X 4 ( hi : 4, Y 4 | afl 
at q Hh ¥ Je Be 1» 7 J a SALTS 
‘ a TT = “eames Gin — ae SE sli sek) Ai! Lay Ap raul 
Ba UD i ess.—— SS ny, _ > Alin R 1 
7 ie : iia a Lh rn he 2 Fa , <= Viva og | ! | ee 
| Lin) a | 
: : : oe i]} |. Meet 
a Duel El 4 v al MAS es |. 4 a 
‘ga pastes hm NS ay 
? SS i £- =o 
oe ad | 7) ca WRT, 
ei / " pe eae 
4 =. Pra 
: 4 = 4 ‘ . 
: 4 F ie 
fy Sie * 4 
Wty, a woe ee 2 
ae i ee — 
SO - Aj! eet eae ——= —<— 
4 Wii a ik Li 4 ma = (i 
: Babli flys ll a8) | 
| mat I raigieera 
‘a wt Pom ae 0) | Oi Te lolal 2 | WE 
: Ba _ Ps high AN) AN 
pial |= am | 4 Ss reg Ht HH , FAN 
_— Ne fl . i NN 
meen fin} 4 Ll ht | Wh 
et My a i | 
7 CAH ele W Hl 
- Tikeered exe: toe greet 
= UU 
pet 
rR 
ag er! | A) 
k any _ 
mt a i} i +e : 
— = a Sed | 
\ — ee iia sg ibdenOndeldl 
= 4 | i Mh Ney | iH} ay iin ‘dj 
= | i \ Al uN | | Bist a th aif M4 lise 
hd Wea) | 7 eT Fe bade 
. i th | ri | a 
4 Wie (at) V—______—_— [! i ett 
a | ereer meer vi iu rte td a \p obit 
~ a ai m/l _| Wat ECA! ai a agsS 
- SO bes (a — am) {73 ye a Mas Pat) 
+ * w—~s —— ‘ 2) } ~ Y —\ Sy “\\. et ee  é 
« Sewell « ES = > ; x \\ » > ~ vo-F= “ie 
nS ~S ESS : = =™ cay —IDy * 
| ‘ . ia SS Seta ‘ 
b: = Nee ir: - . . Mics —— = q _ “| ——_ , ee “yi 


or 


ADVERTISER'S WEEKLY 


pattern. 


developments and snap 
the 


~~oewowooeeoeeoeeeoeorrrrveer 


campaigns. 
But alongside the tempestuous burst of selling inspiration 
sharp response to a competitor's unexpected initiative 


there runs the steady planning necessary to the efficient con- 
duct of the long-term campaign. 


Time must be found for planning . . . the 
of tactical sales plans into the strategic campaign for the 
hard-selling autumn and winter months ahead. 

Traditionally, the summer is planning time for advertisers and 

t their agents. Some concerns to-day have different ideas, new 


. IT’S PLANNING TIME. . 
With the disappearance of controls and the end of rationing, 
} marketing in Britain is gradually returning to its pre-war 


} Fierce competition engendered by the frequent introduction of 
new products means, of course, that advertising departments 
and agencies must be geared to meet the demands of sudden 


and 


time-tables. But whenever they choose to plan 
individual campaigns, they must all pause to 
ahead—and that year surely begins with the big 
advertising which precedes the Christmas rush. 

The wise marketing men are thinking now .. . 
campaigns which will bring them big business later in the year. 

Each year at this time “Advertiser’s Weekly” illustrates selected 
aspects of planning. The aim is to emphasise the importance 
of intelligent planning to advertisers of all sizes, but specially ; 
to assist new advertisers and up-and-coming advertisers who 


need advice and guidance. 


The accent this year is on the advertising manager's role in the | 
marketing and advertising plan for a new product. A tech-. 
nical product has been selected as it lends itself well to 
illustrate every stage of planning from product design to 
advertisement preparation and media selection. 


eee ee eee eee 


Preparing to launch a 


new product 


iw YOU were suddenly called 
upon to draw up an adver- 
tising plan for a new product, 
a number of questions would 
probably spring to mind. For 
instance, you would want to 
know full details concerning 
the product, how it differs 
from similar products already 
on the market, details of con- 
struction, production methods, 
price, stock available for 
immediate disposal, rate of 
delivery from works, etc. 

For the moment, however, let 
us ignore distribution problems 
and concentrate on a typical 
mass-market product — for 
example, a garden spade—and 
endeavour to estimate the pro- 
duct research necessa to 
assimilate all relevant informa- 
tion. Allow your mind to run 
on “copy angles”— _— Sn 
strong and rigid... light... 
sharp, hardened-steel cutting 
edge . . . blade securely riveted 
to shaft... cheap... guaran- 
teed. In this instance, the length 
to which product research can 
be taken is limited by the 
simplicity, design, and function 
of the product. yr 

But supposing the new item is 
a fountain-pen. What of pro- 
duct research then? 

Any complete comprehension 
of the pen’s functions demands 
careful study. Consequently, 
product research becomes more 
difficult and takes more time. 

As the complexities of products 
increase, so the initial task of the 
advertising manager increases in 
the field of product research. 

Let us now look at the other 
end of the scale. Consider, the 
problems of the advertising 


manager handling a range of a 
hundred or more highly compli- 
cated and technical products. 
Consider the problems each time 
his range of products is extended 
or altered, In particular, con- 
sider his problems when the 
range is extended to include an 
invention—a new machine unique 
in appearance and operation, as 


yet untried beyond prototype 
stage, and yet one which prob- 
ably can be applied to a dozen 


or more different industries. 
How well is the advertising 
manager equipped to tackle such 
a formidable task? Primarily 
he is an advertising man, trained 
and qualified as such. In certain 
instances he may have had 
technical training too, but if he 
is a full qualified and experi- 
enced advertising manager, his 
technical experience, while cer- 
tainly of value, must necessarily 
be regarded as subsidiary to the 
career of his choice. Further- 
more, if he is responsible for the 
advertising and publicity of an 
organisation as large as the one 
visualised, his technical experi- 
ence, no matter how great, can 
only be applied in detail to a 
very limited number of the pro- 
ducts. In the case of a revolu- 
tionary invention, the only thing 


left to him is his glossary of 
technical terms. 
In such circumstances, he 


must obviously seek help and 
the person best qualified for this 
purpose is the man who designed 
the machine—the technologist. 
Consequently, in the market- 
ing of a new technical product 
we can establish that the 
partnership of advertising 
manager and sales manager 
mus: necessarily be  ex- 
tend-d to include members 


e co e * 
the 
plan 


the ; 


G. S. HIRST, advertising manager, Appleyard of Leeds 
Ltd., and Associated Companies, traces from the research begin- 
nings thé development of a selling campaign. He describes step by 
step how the appropriation can most effectively be deployed. 


of the works technical staff. 

The technologist must take his 
place in the advertising picture 
as soon as his initial designs be- 

in to appear on the drawing 

ard, for it is he who must 
provide the key to the problems 
of product research. The adver- 
tising manager, in turn, should 
compile a dossier on the new 
product, making additions and 
corrections as meetings occur, 
and building it up in size and 
detail until the designs reach 
their final stage and are eventu- 
ally passed to the works for the 
construction of the prototype 
machine. 

In these primary stages, the 
bulk of the work concerned with 
the selling plan must necessarily 
fall on the shoulders of the sales 
manager. His problems, too, are 
heavy. He is preparing a plan 
with a view to selling, as yet, a 
non-existent product which it is 
hoped (but certainly not proved) 
will perform a certain function 
in certain industries. Beyond 
that he knows very little. The 
product is unique, and there is 
no similar product on the market 
to which he can look for 
guidance. He must rely mainly 
on his experience, his knowledge 
of his firm's existing products and 
their application, the industries 
in which they are applied, his 
understanding of the world’s 
markets, and, above all, his 
business acumen. 

Until the prototype of the new 
machine has proved itself suit- 
able for general production, 
constant liaison between adver- 
tising manager and sales manager 
is essential. All marketing and 
advertising plans must be flexible 
to accommodate whatever 


changes may be necessary. 


Briefing 
the agency 


ET US assume that the 

-~ initial talks between adver- 
tising manager, sales manager, 
and technologist have been 
completed and a_ general 
marketing plan drafted and 
agreed upon. The advertising 
manager now comes into the 
picture as he prepares his 
advertising campaign. 

He is in the unenviable 
position of rarely being able to 
print a word of publicity 
material—particularly catalogues 
direct mail material, etc.—unti 
the prototype machine has proved 
itself suitable for the job. Yet, 
once this has been proved, he is 
required to swing the whole 
machinery of his plan into 
action with a very minimum of 
delay. 

So far, it may seem that a 
technical product holds nothing 
but headaches for its creators, 
but as far as its marketing is 
concerned it has two great ad- 


vantages over the mass-market 
product. 


® By the very nature of its 
function it has been produced 
to meet a demand which 
already exists. in some 
instances, manufacturers in 
many parts of the world may 
be _impatiently waiting to 
receive it, 

@ its world market is usually 
restricted to a group of 


@ Continued on page 590 
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industries, a factor which 

automatically lessens the 

danger of waste advertising 
expenditure. 

With these points in mind the 
advertising manager turns to the 

reparation of his campaign, 
Coosins in mind the advice and 
recommendations of sales mana- 
ger and technologist. 

His first job is to brief his 
advertising agency. 

No doubt it will have been 
noted that the executives of the 
advertising agency have not been 
called upon to attend earlier 
sales conferences, Whilst such 
an action may be unheard of in 
consumer campaigns it is one to 
be recommended when handling 
a product similar to the type 
under consideration. Earlier 
inclusion of the agency tends to 
make the trio of advertising 
manager, sales manager and 
technician unwieldy. It must be 
remembered that both marketing 
and advertising campaigns are 
very much in their infancy, and 
little material advantage is to be 
achieved by enlarging the group 
in the initial stages of the 
campaign. 

It is not intended to lay down 
hard and fast rules regarding 
this point as conditions and 
circumstances vary considerably 
from product to product and 
industry to industry. 

However, sales and advertis- 
ing executives on the staff of the 


manufacturer who have had 
several years’ experience in the 
industry and are fully conversant 
with their own _ particular 
markets, are in a most favour- 
able position to produce a draft 
marketing scheme which can 
form a sound basis for dis- 
cussion once the major sales 
planning conferences begin. 

The advertising agency must 
be given time to consider the 
draft plans, Representatives will 
be present at all future meetings 
of the manufacturer's sales 
executives, 

From this time forth the ad- 
vertising manager is likely to be 
very busy. His general adver- 
tising plan has been completed 
in draft form and included in 
the overall marketing scheme. 
Some changes are to be expected 
after the trials of the prototy 
machine. In the meantime Re 
must concentrate on the finer 
details of his plan. 


Operating the 
media plan 


In the section which follows 
/ will refer only to the advertis- 
ing manager, but readers will 
appreciate that quite often the 
work must necessarily be dele- 
gated to copy-writers, typo- 
graphers, artists, photographers, 
and responsible administrative 
personnel employed in the ad- 
vertising department. 
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“AGRICULTURAL LIMESTONE 


A technical press 
advertisement illus- 
trating the use of 
the human figure 
as the attention- 
getting factor. The 
drawing should be 
forceful and lead 
the eye of the 
viewer towards 
what is considered 
to be the “interest 
creating” part of 
the advertisement 
—in this instance, 
the headline. 


IRST OF all let us consider 
the press advertising, the 
success of which is mainly de- 
pendent upon four important 
factors : media __ selection; 
frequency of insertion; copy 
theme; layout and general 
presentation. 
Media selection, while generally 
left to the advertising agency, 
is, in technical advertising, 4 
subject which can often be 
carried out to advantage by the 
advertising manager. His per- 
sonal knowledge and experience 
in home and overseas media 
covering the industries to which 
his products are sold, coupled 
with the information he may 
obtain from the company’s sales 
staff and representatives, make 
him a highly suitable person to 
direct the selection of advertis- 
ing media. Queries concerning 
space rates, circulation break- 
Owns, specimen copies, and new 
publications, should be passed to 
the media department of the ad- 
vertising agency for solution. 
The agency will, of course, be 
responsible for the placing of all 
space bookings roll drawing up 
of space schedules. 


The manager’s responsibility 


Frequency of 
advertisements is mainly de- 
pendent on the size of the 
appropriation set aside for press 
advertising. Technical press ad- 
vertising does not always receive 
the bulk of the appropriation. 
In the case of some highly 
specialised products, or when the 
appropriation is very limited, 
direct mail and catalogue pro- 
duction may form the spearhead 
of the campaign, possibly 
strengthened by an occasional 
advertisement in the technical 
publications. However, where 
a reasonable sum has been allo- 


insertion of 
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cated for advertisement space, it 
is the advertising manager's 
responsibility to ensure that the 
largest number of effective 
advertisements are obtained. 


Overlap of readership 


Providing designs and copy 
themes are of equal merit, 
half a dozen half-page adver- 
tisements in black and white in 
a preferred position will usually 
produce better results than two 
full-page advertisements in two 
colours. 

When the allocation is in- 
sufficient to allow the regular 
insertion of advertisements in 
consecutive issues of a group of 
publications, it is advisable to 
stagger insertions in order that 
the density of the advertising 
may remain constant throughout 
the campaign. By adopting this 
method the overlap of readership 
from one publication to another 
will help maintain continuity. 

In technical advertising the 
copy is often more important 
than layout. 

Technical descriptions must 
necessarily be brief and to the 
point, but above all 
should be 
must tell 
technical information and, all- 
important for the advertiser, 
must contain a sales message. 
It should not be forgotten 

that technologists are first and 
foremost human beings; that 
they, too, are subiect to emotions, 
and just as likely to react 
favourably towards a machine 
which will step up the output of 
their particular department by 
25 per cent as a proud mother 
who reads that a new vitamin 
food will add pounds to the 
weight of her baby. Again, 
while it is somewhat risky to 
attempt generalisation in this 
@ Continued on page 592 
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FOR TEST CAMPAIGNS 


INFORMATION 


YOU HAVE REQUESTED 


TABULATED | 


FOR EASY REFERENCE 


A BOOK CONCERNING 70 IMPORTANT TOWNS AND DISTRICTS, PACKED WITH VITAL 
FACTUAL INFORMATION 5 INCLUDING Agriculture (Employment, General, Tractors); Air 


Transport; Architects; Art Galleries; Auctioneers and Estate Agents; Banks; Barristers; Births; Children’s Clinics; Churches; Cinemas; 
Climate; Clubs (various); Commercial Vehicles; Concert Halls; Co-operative Societies; Crops; Dance Halls; Deaths; Dentists; Departmental 
Stores; Docks; Doctors; Dog Licences; Dwellings (new, under construction, occupied); Early Closing Days; Education; 


; Electors (Local 
Government); Electricity; Employment; Entertainment; Exhibitions; Expenditure (by Local Authorities); Exports; Factories; Farming; 
Financial Statistics; Further Education; Gas; Golf Courses; Greyhound Tracks; Hackney Vehicles; Hardness of Water; Historic Houses; 


Hospitals; Hotels; Housing; Imports; Income Breakdowns; Industrial Employment; Industries; Libraries; 


Licensed Premises; Licensed 
Vehicles; Livestock; Local Government; Market Days; Marriages; Medical; Motor-Cars and Motor-Cycles; Multiple Shops; Museums; Nurses 


and Nursing; Parks; Pictorial Points of interest; Populations; Port Facilities; Post Offices; Poultry; Priests; Primary Education; Professional 
Occupations; Race Courses; Radio Licences; Rail Travel; Rates and Rateable Values; Recreational Facilities; Retail Outlets; Road Distances; 
Road Travel; Schools; Secondary Education; Shows (Horticultural, etc.); Solicitors; Sports Clubs; Stock Exchanges; Street Markets; Structure 


of Public Companies; Surveyors; Teachers; Telephones; Television Licences; Theatres; Trunk Calls; University Students; Veterinary Surgeons; 
Water; Welfare Centres; Wholesale Markets, etc. 


R. H. PENNEY, Advertisement Director 


NORTHCLIFFE NEWSPAPERS GROUP LIMITED 
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OPERATING THE 
MEDIA PLAN -~continued 


subject, it may be ventured that 
the attention-getting factor of the 
y (the headline) can usually 
folio w the basic psychological 
a of the consumer campaigns 
while the gist of the copy must 
be devoted to technical facts, 
data, and performance figures. 


Judging effectiveness 


Humour and even s8ex- 
attraction occasionally find their 
way into the technical advertise- 
ments, but these are very much 
the exception. Their effective- 
ness can only be judged b 
advertisers who are willing to 
risk their appropriation and the 
goodwill of their firms in such 
attempts to be “different.” 

Unfortunately, in technical 
press advertising, layout and 
design are often sadly neglected. 
The advertisement pages of some 
of the technical journals are the 
despair of representatives, ad- 
vertisement managers and printers 
alike. Far too often, especially 
in the case of small firms, are 
layouts produced by persons 
with no advertising training, 
technical draughtsmen, _ sales 
managers, managing directors, 
or even the managing director's 
daughter, who attends evenin 
classes at the local art school. 
As can be expected, the results 
are often disastrous. 

Even the smallest advertisers 
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should appreciate that the 
presentation of the advertisement 
has a great deal to do with the 
success (or failure) of a cam- 
paign. If an advertising appro- 
priation is not large enough to 
permit the employment of an 
advertising a ge | or even a full- 
time train advertising man, 
most of the technical journals 
have studios which perform lay- 
out and art work at very 
reasonable charges 

A wide variety of products 
leaves room for variety in the 
forms of presentation—yet there 
are some recommendations which 
can be made for the guidance of 
technical advertisers. 


Power and feeling 


First of all, merely because the 
roduct is an inanimate and dull- 
ooking object does not mean 
that the advertisement must 
follow the same pattern. There 
should be both power and feeling 
in its presentation. Human 
beings can be brought into A. 
design, and, if possible, 
may open the adverivers message 
to the reader. Forceful was 
drawings of people are usually 
much more forceful than actual 
photographs. A skilled figure 
artist can adapt his drawing to 
suit the occasion and conse- 
ya» enhance the sincerity of 
vertiser’s message. Lastly 
(and this is very important), 
never put into copy what can 


be better shown either in photo- 
graph or technical drawing. 


Public 


relations 


| Sy THE majority of cases, 
and particularly with the 
type of product with which 
we are here concerned, 
editorial publicity will play 
no less important a _ part 
towards the success of the 
advertising campaign than the 
paid-for insertions in the ad- 
vertisement pages. 

Usually, editors of technical 
publications are as eager to 
announce details of new pro- 
ducts, as are the manufacturers 
to see their latest developments 
in the editorial columns. More- 
over, providing the invention in 
question has a general interest 
value, news of new products will 
be equally welcomed by the 
national and provincial daily 
press. 

In large organisations editorial 
publicity will be handled by the 
public relations officer. In 
smaller firms, however, the work 
will fall on the advertising 
manager, or a member of the 
staff of the advertising depart- 
ment to whom the work has 
been delegated. 

Let us see now how the 
editorial campaign is organised 
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and carried out. Firstly, we will 
consider the trade and technical 
press. 

The first job is to prepare the 
press release. This should be 
duplicated on foolscap paper in 
double-space type and headed 
with the name of the subject, 
the date, the reference number, 
and the release date. The latter 
is most important because 
by adopting such a method 
the P.R.O. can ensure that the 
appearance of the news in the 
editorial columns coincides with 
the initial announcement in the 
advertisement pages. There are 
obvious advantages to such an 
arrangement in which editorial 
and advertisement support each 
other, thus obtaining the highest 
possible value. 


The headline problem 


The opening paragraphs of the 
press release should not be 
written from too technical an 
angle. It is usually unnecessary 
to worry about a headline, it 
being customary for the editor 
of the journal concerned to 


supply his own, but the opening 
dines 


should have definite atten- 
tion value and be followed by 
matter which is likely to maintain 
the interest of the reader before 
plunging into technical data and 
ormulz. 

The latter should be easy to 
understand without the use of 
technical drawings or photo- 
graphs. While most editors are 

® Continued on page 594 
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Egypt's Ex-King Farouk 


ADVERTISER'S WEEKLY 


Who’s holding Who’s finger is on 
the baby the trigger 
in Egypt now? in Indo-China? 


, France's Premier Laniel 


Influential people in over 100 countries 


keep abreast of world news through 
TIME magazine 


Five separate editions of TIME MaAGazine, 
with the same editorial content, are published 
in English every week. One edition circulates 
only in the United States. The other four—the 
International Editions—published simultan- 
eously, are read by important people in over 
100 countries outside the U.S. 

TIME's net paid audited circulation exceeds 
2,000,000 copies each week. More than 903 out 
of every 1,000 TIME readers hold important 


You can buy advertising 


the editions you want, covering the world _ «7° 
markets in which you are most interested. “i; 


TIME Atlantic LiUSsts Bre. sa 
TIME Pact ceed 
TIME Latin American 

TIME Canadian 

TIME US. r 


positions in business, government and the 
professions. They look upon TIME not 
only as the best means of keeping abreast 
of international news, but as an introduc- 
tion to the world’s foremost companies and 
products. People around the world can 
read all the week's important news — 
including your advertising news— while it is 
still news. The Advertisement Manager will 
be pleased to give you further information. 
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international medium 
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WITH 
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54,000 COPIES WEEKLY 


ANNOUNCE AN INCREASE IN RATES FROM 
3rd SEPTEMBER, 1954 


New Rate Card 


will be available from 
H. C. BLANCHARD, 134 FLEET STREET, E.C.4 
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| usually willing to provide half- 
tone blocks for illustration pur- 
poses, this does not apply in all 
instances, and for publications in 
| which the release is not regarded 
to be of first interest to the 
readers, the editorial will have to 
depend solely upon text. 
he usual length of a press 
release is approximately two to 
three foolscap pages of double- 
spaced type. This does not 
mean, of course, that all editors 
to whom it is sent will print all 
of it. The amount which 
actually finds itself in print de- 
pends upon the editorial policy 
of the publication and whether 
or not the product is likely to be 
of interest to the readership. But 
it is always advisable to send full 
details and leave the selection of 
matter to the editorial depart- 


ment. 
When to duplicate 


The press release should 
always be accompanied by a 
letter under the firm’s letterhead 
addressed for the attention of 
the editor of the journal. If the 
release is large this may also be 
duplicated. It should contain a 
very brief synopsis (perhaps 
only two or three sentences) of 
the release, and explain why it 
is being sent for consideration 
as an editorial item, e.g., that 
it is a new machine, or that it is 
an old machine adapted to a 
new purpose, or whatever may 
be the reason for thinking that 
the machine in its particular 
application will be of interest to 
the industry for which the 
journal caters. 

There should also be an offer 
of photographs and _ technical 
drawings = publication, should 
they be needed. Finally, it is 
always advisable to make a 
request for cuttings of editorials 
which appear in print in order 
that these may be filed and kept 
for future reference, and to 
estimate the coverage of the 
editorial campaign. 

Releases for the national and 
rovincial newspapers should 
ollow the same general pro- 
cedure, but probably as little as 
one or two per cent of the 
general public are likely to be 
interested in the introduction of 
a new technical product, even 
though it may be the “apple of 
the eye” of its creators. 

Consequently, it is no use 
sending the copy of the technical 
press release to a daily news- 
paper. A new one must be 
specially prepared for the man- 
in-the-street. 

average newspaper 
reader is interested in a new 
product only so far as its 
introduction will affect him or 
his family personally, There- 
fore, it is the application of 
the technical product and not 
its function which is likely to 
arouse the most interest and 
make the best story. 


Direct mail 
procedure 


) DB ppental MAIL advertising 
is a powerful link in the 
technical advertising campaign. 

The form of the direct mail 
literature is dependent upon the 
type of product. It must be 
designed to link up with the 
press advertising which precedes 
it, and the technical literature 
which it is hoped will follow it 
upon request. the first letter 
should be mainly informative and 
at this stage should only be con- 
cerned with inviting the reader 
to write for further technical 
details concerning the new 
product. 

It is not expected that a buyer 
will write and order a machine on 
receiving a direct mail shot, but 
nevertheless, direct mail can be 
a most satisfactory method of 
securing prospects in new indus- 
tries and territories. Its chief 
advantage is that it is practically 
100 per cent selective and that 
each shot is a bull's eye in the 
target. This is particularly 
advantageous when approaching 
very small industries where the 
waste circulation in press adver- 
tising would be enormous. 

The maintenance of the firm’s 
mailing list is usually delegated 
to a member of the advertising 
department and in the normal 
run of events will be ready for 
action at a few moments’ notice. 
However, in the case of a new 
product catering for fresh indus- 
tries a new or additional mailing 
list may be called for. This can 
be obtained from one of «the 
direct mail agencies or selected 
from international directories 
and incorporated in the mailing 
list of the firm. 


The sales 


literature 


HE SELLING catalogue, 

booklet, or folder (the size 
depending upon the circum- 
stances and type of product) 
must be prepared to support 
the editorial, advertisement and 
direct mail campaigns. 

The bulk of the despatches of 
rinted matter will be made, in 
act, to persons who have read 
either editorial, advertisement or 
direct mail shot and are 
sufficiently interested to write to 
the manufacturer for further 
details. For this reason it is 
essential that printed material 
should tie up with the press and 

direct mail matter in both copy 
and presentation. 

There is now ample room to 
expand the technical descriptions 
and data, and the advertising 
manager should make every 
effort to ensure that a full, yet 
concise, description of the 


@ Continued on page 596 


eee ae - © i. .. le Vv _ ™~ 
a. fr ee o> illite = a 
Eee: ee a 4 
ie . . 
ane oo , 
ee 7 
i : 
Ce 
a eae — a 
ma Gs —— . 
eae —- 
oes Pe 
¢ a 
fos ee | 
¥ 
Pte Ba a ee 
ae! 
= ' 
a 
. 7 
oA 
# 
at Be 
hi fre 
i ‘ ~ “fe 
o yi 
tg: 
an 
3 
# po 
sat : 
oh 
he 
. 
Y ae 
Were ye) : 
4 ; | 
Wage ERE ON SR MAE RN | 
Z é Scuieaillicaidiieanmamameemtien: 4 
Ds i" 
an 
4 z i 
Bi Pe 
by 
a ee | SF 
r ‘4 | 
m7 | 
ae 
t, . | 
ale 
ee 
wis 
= | Po 
ao 
a 
es ae 
ae or 
ss” 
ih vo! 
Sgro 7 ae a . Veo 66 ERE Ra —_— — Re Ey rag 3 
5) ; ae aa et a eae. - .. Pe i eis, hs - ‘ 
Ain ae ae ré?. oe i: Sie): ae” ae Bet at i ae on or a eee. NS 


0 meee 


June 17, 1954 : 595 ADVERTISER'S WEEKLY 


o; nm ‘fe aS 


You can't cover the Midlands 
without the Evening Despatch 


Get the product you advertise home a ‘must’ for the effective coverage 
to the people in the Midlands. The of the largest and richest market 
Birmingham Evening Despatch is in the provinces. 


Birminghams Popular Evening 


Coenins Mognatcy ——-—-— 
Despatch 


CORPORATION STREET, BIRMINGHAM, 4. TEL: CENtral 8461 
ERNEST LUMSOON .~- London Advertisemen t Director 
WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LIMITED 


167-170, FLEET STREET, LONDON, E.C.4. TEL CENetral 3265 
Leeds Office: 11, ALBION PLACE, LEEDS, Tel: LEEDS 24998, Manchester Office: MIDLAND BANK HOUSE, 26, CROSS STREET, MANCHESTER, 2, Tel: OLAcKfriers 3990 
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is Reading 
““My Answer ”’ 
by 
Billy Graham 
(exclusive) 


THE CHRISTIAN HERALD 


Which goes into 
A QUARTER OF A MILLION 
HOMES EVERY WEEK! 


Advertise in it and 
Prove its Worth 


how 


Particulars from : The Advertisement Manager, The Christian Herald Co. 
Ltd., Western Esplanade, Portslade, Sussex, Hove 47288, or 167 Queen 
Victoria Street, London, E.C.4, Central 3624. 


Reach the nurses with 


influence through 
the 


NURSING 
TIMES 


Official journal of the 
Royal College of Nursing 


* (largest association of trained nurses 
in the country) 


Published weekly by 
MACMILLAN & CO. LTD., 


St. Martin’s Street, London, W.C.2 
WHitehall 8831 


Planning the Advertising Campaign 


©THE SALES 
LITERATURE ~-continuea 


machine in question should be 
made. in every way this descrip- 
tion should support the state- 
ments and claims which aeons 
earlier in the technical advertise- 
ments. 

Here again, nothing should 
be put into copy which can be 
better shown in either photo- 
graphs or technical drawings. 
This is even more important in 
the case of descriptive litera- 
ture for quite often it may be 
found that a glance at a 
technical illustration will in- 
struct the reader as well, and 
in some cases probably better, 
than a paragraph or so of 
copy. 


Type of publication 


It is the duty of the advertis- 
ing manager to decide whether 
the technical literature is to be 
prepared internally (in his adver- 
tising department), or by the 
advertising agent. His choice, 
which is, of course, dependent 
upon circumstances, will be 
influenced by the type of publi- 
cation visualised, the size of the 
advertising department and the 
pressure of work to which it is 
already subject. 

However, if the department is 
able to accept the production of 
a new catalogue it will probably 
be found beneficial especially as 
the subject of the catalogue is 
to be an invention. In either 
case, the advertising manager is 
responsible for the production of 
copy, the gist of which he 
obtains from the data which 
he wa’ during the produc- 
tion of the prototype of the 
machine. Should he fall into any 
difficulties concerning technical 
descriptions and _ specifications 
he has at his command services 


of the technologists and 
designers. 
Time-saving method 


Technical art work is usually 
best done within the advertising 
department, providing the per- 
sonnel employed on this type of 
work are sufficiently experienced. 
In addition to being under the 
immediate supervision of the 
advertising manager, the use of 
the advertising department studio 
is usually a time-saver, particu- 
larly when there is a lot of 
photographic retouching to be 
carried out. More often than 
not, this must depend on techni- 
cal guidance during its produc- 
tion, and final approval before 
block making. 

In the not-so-large organisa- 
tions, the advertising manager is 
usually responsible for the pro- 
duction of technical literature, 
although sometimes, particularly 
in the case of the larger firms, 
— sections are attached to 
the 


advertising department for 
the production of some of this 
| material. 


Such a sub-department, under 
the management of senior adver- 
tising assistants, is obviously a 
great help, for example, in the 
production of instruction books 
and maintenance manuals—items 
which also come under the head- 
ing of “technical literature.” 

But in the smaller organisa- 
tions, where no such sub-depart- 
ment exists, it is always 
advisable to give priority to the 
selling literature and allow 
instruction books to follow up 
as soon as time permits. 

It will be appreciated that 
selling literature is vital to the 
success of the campaign and 
must be completed and ready 
for distribution before the 
advertisements appear in the 
press. 

In the case of the instruction 
books, these need not be ready 
until sales and deliveries are 
made—anything from one to 
three months after the campaign 
begins. If they are required 
sooner than this, duplicated 
descriptions and prints of 
technical drawings can be sup- 
plied until the finished manuals 
are available. 

While this latter method may 
not appear to be highly satis- 
factory, it should be remembered 
that no printing whatsoever can 
be done until the prototype 
machine has proved itself and all 
the necessary alterations in its 
construction made. Once this 
stage has been reached the 
printed material is wanted almost 
at once. 


Duty of technologists 


Finally, the drafting of instruc- 
tion manuals usually comes 
within the duties of technologists 
and the task of the advertising 
manager is mainly one of com- 
pilation and supervision of the 
production of line and half-tone 
drawings. Specialised isometric 
cut-away and exploded illustra- 
tions are best left to experts in 
these fields and, unless such an 
artist is employed in the adver- 
tising department, should be 
placed either through the adver- 
tising agency or some good free- 
lance studio. 


The value of 


exhibitions 


iv IS quite likely that it will 
be necessary to exhibit the 
new product at the next 
national exhibition. Conse- 
quently, the necessary plans 
must receive the attention of 
the advertising manager at an 
early stage in order that space 
for the new machine can be 
incorporated in the stand 
design. 

If the new product is extremely 
important and likely to arouse 
much interest at the exhibition 
it is quite likely that it will have 
to be given pride of place and 
®@ Continued on page 598 
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taking it to the steelworkers ... 


You'd find it hot work to contact all the workers 
in the prosperous iron and steel industry personally, 


but you don’t need to do so. 


The majority of the heavy industrial areas are served 
by David Allen Poster Sites, designed and placed 
for maximum impact, and ready to put over your 
sales message quickly and effectively. 
In addition, you will have all the advantages of 
working with an organisation ready and eager 
to do everything possible to help you to get the best 


results from your outdoor advertising. 


If you're interested in the industrial mass market, 
get in touch with David Allens! 


David Allen Poster Sites offer 
complete coverage of 
Scotland, North East and 

North West England, North Wales, 
Northern Ireland and Eire. 


Ltd., 7, Buckingham Palace Gardens, London S.W.1. 
; 0711. Telegrams: Advancement Sowest London. 
Area Offices in Glasgow, Edinburgh, Newcastle upon Tyne, Liverpool, Belfast, Dublin. 
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Planning the Advertising Cc paign must bear in mind when drawing recommendations, etc., may not 


up the exhibition plans. be to hand or may, perhaps, have 
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the exhibition stand. 


TE he A ROTAERL Hmernper 


The centre-spread of this direct mail folder illustrates how “cut away” ibits. i i i 
drawings can be used to tell a difficult and complicated technical oaat.” Glin ae oe ee 


story at a glance. Less than 150 words of copy are used. Yet the 
folder is comprehensive enough to be used for instructional be made in case of fire, and 


First of all it is his responsi- to be agreed with the works, 
bility to insure his exhibits sales or technical departments. 
during transit to and from the For this reason it is advisable for 
exhibition and also during the a telephone to be installed on the 


course of the exhibition. exhibition stand and arrange- 
ments for this must be made with 
Servicing the stand the area telephone manager. 


_ For the purpose of records, it 

He is also responsible for is wise to have photographs of 
covering the stand during this the exhibition stand taken while 
period, although insurance during the event is in progress. Some 


transit will borne by the exhibition authorities allow ex- 
stand fitter. The advertising hibitors to make their own 
manager must also make arran arrangements, but others insist 


ments with one of the profes- that photographs should be taken 
sional stand cleaning agencies. only by the official photographers 
Charges are relatively small and recommended and approved by 
the exhibition stand is cleaned the organisers. 

thoroughly each eee ee 

the exhibition opens. It will Purpose visitors’ book 
be necessary, however, for him a 
to make independent arrange- A small but important item 
ments either with his sales staff for every exhibition stand is a 
or his demonstrators for the visitors’ book. If a good, well- 


ee 


exhibition authorities usually be used for several years. Its 
insist that arrangements should main uses are for sales records, 
i fire, for follow-up purposes if no 
purposes. ee gy fire extinguishers immediate sales are made, and 

should be provided on the stand also for the listing of prospects 


® THE VALUE OF been made, work on roughs and for immediate use in case of for subsequent transfer to the 
visuals can proceed. emergency. mailing list. 

EXHIBITIONS -com. The design of the stand should A final point which the adver- 

be in keeping with the exhibition Install a phone tising manager must remember 

thus form the main display of generally, and in colour should is that neither the stand nor the 


harmon with the standard At a national exhibition, it is exhibits can be moved from 


It is, therefore, the exhibition colours of the exhibits. The always advisable for the sales the exhibition hall without the 
stand itself which must receive final design and presentation of staff on the stand to be able to written authority of the 
rimary consideration. Although the stand should left to pro- make immediate contact with the organisers, The necessary docu- 
t is not advisable to begin work fessional exhibition stand fitters. sales department at the company’s ments must be obtained when 
on stand construction until an There are several probably headquarters. concluding removal arrangements 
inspection of the site allocated small but yan mage items For instance, questions con- a day or two before the close 
by the exhibition authorities has which the i 


rtising manager cerning delivery, prices, technical of the exhibition. 


Outdoor hubliitty 


OUTDOOR PUBLICITY LIMITED 


27 OLD BURLINGTON STREET, LONDON, W.! TEL: REGENT 4286 


TAKE THE GUESSWORK 
OUT OF POSTER ADVERTISING 


When you are planning a poster campaign, you will want to know what 
percentage of the population will have the opportunity to see your posters: you 
will want to know if they are the right kind of people—and how often your 
message will have the chance to catch their eye. All these things, and many 
others we can tell you in advance. This is not second sight or even guesswork. 
It is simply that we take the trouble to find out the facts. We have made intensive 
research into the size and character of poster audiences and further research is 
being carried out. However, facts of great interest have already been revealed. 
For further information get in touch with :— 
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Rickards turned 
was 12 years old. 
of painting the 
“Cigarettes, minerals, ices” on 


the window of a local 
tobacconists. 
Encouragement from Tom 


Purvis (who lived down the road) 
along with family sacrifice took 
i the Westminster 


Stapely gave _ his md job 
as apprentice photographer. 

The fusion of desi and 
photography stood him in good 
stead. In 1946, when he had 
recently started on his own, the 
Y.M.C.A. flew him out to 
Geneva to supervise the compila- 
tion of a photographic - 
mentary brochure on P.O.W’s. 

Equally at home in the dark- 
room or at the drawing board, 
there is strong evidence of the 
impact of photography in the 
work he has since done. 

His best known work has been 
in posters (The Listener, G.P.O., 
National Stamp _ Exhibition, 
Tatler, Royal Society for the 
Prevention of Accidents, British 
Furniture Exhibition, Gauge and 
Tool Exhibition, etc.), but he has 
also been’ responsible for 
brochures such as the recently 
published Turn to Better Driving 
(R.S.P.A.), Olympic Games 1952 
(Naldrett) ond the cover of Post 
Office Review and Post Office 
Magazine. 


Left: The 
Gauge and 


“The Listener” 


The poster for 
which has been seen on the 
Underground. 


He has written radio and tele- 
vision documentary scripts, has 
himself broadcast in both media 
and in TV's earlier days was 
design consultant to Children’s 
Television. Under a pen-name 
he writes a regular column for a 
television magazine. 

But posters are his first love. 
“The art that can contrive a 
persuasive impact in seven-tenths 
of a second is worth looking 
into,” he says, “and I get a great 
kick looking into it. In a 
brochure or a TV programme 
me can spread yourself out, 

uild up an atmosphere, re-state 
your point. . 
there’s no second chance.” 


ony designed by Maurice Rickards for the recent 
Exhibition. Right: Cover for the Olympic Games 


brochure. 


Limited 


A name which is accepted by National Advertisers 
and their Agents for quality colour printing 
by Litho Offset and Letterpress processes. 


F AMILIES: EVERY DAY 


LEICESTER 
MERCURY 


LONDON. C.P.R. CRANE, 44 FLEET ST., £.C.4, | _LONDON. CPR. CRANE, 46 FLEET ST. EC4 TEL CEN 6820 | 
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A powerful and vigorous new journ: 


the advertising medium to sell thes« 


Actuators 

Adhesives and Resins for bonding 

Aerials and Aerial Masts 

Acrodrome Radio Homin 1 

3 Intercommunicathon ee 

Aircraft and Marine Radar 

Air Dielectric Capacitors nod Ti -—4 

Ammeters 

Amplifiers 

Antimetric T.V. Links 

Attenuators 

Audio and Video Equi 

Automatic Exchange am 

Automatic Frequency Response 

Automatic Manometers 

Batteries 

— Charging —y¥ 
requency Osc 


Ball "Transformers 

Beta and Gamma Radiation Donttess 

Business Electronic a 

Cable Bushes, Clips, ~~ all 

Sones Pault Locating Instruments and Equipment 
ables 


Carrier Telephone Rgupanent 

Casting or Coating Components 
Cathode-ray Engine Indicators 

Cathode-ray Oscillographs 

Cathode-ray Tu 

Ceramic Capacitors 

Chronoscopes 

Co-axial Cables 

Coils 

Colorimeters 

Conductivity Meters 

Copper and Aluminium Conductors 

Cord Metering Equipment 

Core-locking Compounds 

Counters and Scalers 

Counting, Batching and Sorting Equipments 
Decade C } 

Delay Lines 
Densitometers 


Diathermy Equipment 

Dielectric Materials 

Displacement Indicators 

Echo-sounders 

Electrical Insulating Varnishes 

Electrical Measuring Instruments 

Electrical Mouldings 

Electrical Stampings 

Electric Soldering Ben 

Electro-encephalographs 

Electro-medical Equipment 

Electron Cameras 

Electron Microscopes 

Electron Multipliers 

Electronic Comparators 

Electronic Digital and Analogue Computors 

Electronic Laboratory and Test Seetveinents 

Electronic Printed Circuits 

Electronic Temperature Controllers 

Electronic Thermometers 

Electronic Timers 

Electronic Valves and Tubes 

Electronic Weighing Equipment 

Eyeball Indicators 

Facsimile Equipment 

Faders 

Film Scanners 

Fine Gauge Insulated Wire (copper covered, 
silk covered, nylon covered) 

Flexible Leads 

Flow Meters 

Fluxmeters 

Frequency Meters 

Frequency Standards 

Puse-Links 

Galvanometers 

Gas Analysers 

Gas Discharge Tubes 

Geiger-Mellor Counters 

Germanium Diodes 

Glass to Metal! Seals 

Headphones 

High-frequency Heating Equipment 

High Gain Aerial Systems 

High-Power Ultrasonic Equipment 

High Mn a —-. 


Hooters and Sires 


Indicator Lamps 

Indicators 

ndustrial Television Equipment 

Industrial X-ray Equipment 

Infra-Red Photo-Conductive Cells 

nstrument Jewels 

instrument Screws and Terminals 

insulating Cloth, Tapes, Sheets, Panels, Waxes 

Insulators 

Intercommunication Telephone Systems and 
Equipment 

solators 

Lacquers and Varnishes 

Land Lines for Telegraphy 

Leak Detectors 

Limit Switches 

Linear Accelerators 

Liquid Level Controls 

Loudspeakers 

Loudspeaking Teleph 

M.F. Aerials ‘one Feeders 

Magnetic Materials 

Magnetic Recording Tape, Sheets and Wire 

Magnetic Screens 

Magnetic Tape and Wire Recorders 

Magnetrons 

Magnets 

Manual Telegraphy Equipment 

Marine and other types of Radar 

Mass Spectroscopes 

Medica! X-ray Apparatus 

Mercury Switches 

Meta! Detectors 

Meta! Pressings 


ees Se Equipment 


Micro Swiiches 
Microwave Eq 
Microwave Links 
Miniature Bearings 
Moisture Meters 


Monitoring _ Equipment for Radio and 
Television Broadcas: 

Morse and Code Automatic 
ulti-channel C.R.T. Film Recorders 


Five-unit 
Equipment 


THE NATIONAL TRADE PRESS LTD. 


Further particulars, dummy and rate card will be supplied uy 
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al serving a fast growing industry and 
> products to the World Markets :— 


a my Voice Frequency Telegraph 


Equi; 

Multip ex A Varioplex Equipment 
Multivibrators, Noise Generators and Meters 
Navigational Equipment 
Neutron Monitors 
Nucleonic Equipment 
Ohmmeters 
Oscillators 
Oscilloscopes 
Overhead Line Equipment 

H Meters and Controllers 
! nent Magnets 
Phase-Sensitive Voltmeters 
Photo-electric 
Pista eT. ission and Reception Equipment 

ture Transmission 

Plastic Covered Flexible Metal Conduit 
Plastic Film Capacitors 
Plastic Mouldings 
Playing Desks 
Plugs and Sockets 
Polarographs 
Poles 


Porcelain 

Positioning and Register Controls 
Potentiometers 

Power Amplifiers 

Pressure Switches and Valves 


Public Address Systems 

Pulse Amplifiers 

Pulse Generators 

a and other Piezo-Electric Crystals 

adarsonde Equipment 

Radiation Counters 

Radio Communications Equipment 

Radio—frequency Brid, 

Radio—frequency Cables. 

Radio-active Isotopes 

Radio link Equi for Telegraphy and 
Teleprinter Transmission 

Radio Relay and Re-diffusion Systems 

Radiosonde Equipment 

Radio-Telephony Transmission and Reception 
Equipment 


Radio V. 

Railwa ‘Tinatting Systems and Equipment 
Rate Meters 

Record Changers 

Recording and a Integrating Instruments 
Rectifiers 

Relays 

Remote Control Equipment for Ships 


Repeaters 


ire 

Resistors, Carbon and Wire-wound 
Reverberation Measuring Equipment 
R hodium- ——— parts 
Road Traffic Signalling Systems and Equipment 
Safety and Alarm Systems and Equipment 
Sealing Alloys 
Semi-conductors 
eg i? Mechanisms 

ips Telegra qui t 
Shore Radar Fnataia in 
Si 
Silc 
Slcevings 
Smal! Transformers and Inductance Coils 
Smoke Detection Equipment 
Solder, and Solder 
Soldering Irons 
Soleno 
Sound-damping Material 
Sound Level Meters 
Sound Transmitters 
Spectrographic Equipment 
Spectrophotometers 
Speech-secrecy and Scrambling Systems 
Stabilised Power Supply Units 
Staff Locating Systems and Eq 
Stay Wires and nd Rods 


Strain Gaw 
— and Pag Indicators 
treet ting Control Equipment 

Stroboscopes ” 

a ly om my and yo Cables 
rvisory Contr pment for Power 
(ations and Sub-s ae 

Switches 

Switchgear 

Switch Relays 

T.V. Aerials 


T.V. Camera Channels 

T.V. Cameras 

T.V. Camera Cable 

Telex and Sub-audio Equipment 

Jeunsen " aay 
elephone Exchange Equipment 

Telephone Hand Sets 

Telephone Relays 

Telephone Switchboard 

Telephone and Telegraph Cable Jointing Boxes 

Teleprinter Equipment 

Teletypewriter Equipment 

Thermistors 

Thermostats 

Time-Delay Relays 

Time Switches 

Transducers 

Transductors 

Transformers 

Transistors 

Transponders 

U.bS. Plumbing 

Ultrasonic Generators, Detectors and Meters 

Underground Telephone Cables 

V.H.F. Transmitter/receiver Equipment 

Vacuum Process Pumps 

Valve Testers 

Valve Voltmeters 

Vibration Analysis Equipment 

Vibration Generators 

Video Oscillators 

Vision Transmitters 

Visual and Audible Indicators 

Voltage Calibrators 

Voltage Sceeees Transformers 

Voltage Stabilisers 

Voltmeters 

Vulcanised Fibre 

Water Level Indicators 

Water Loads 

Wattmeters 

Wave Analysers 

Waveguides 

Wave Meters 

Wave Winding Machines 

Welding Controls Equipment 

Wide range Oscillators 

X-ray Equipment 


on application to V. G. Sherren, Advertisement Director, 


Jrury House, Russell Street, London, W.C.2 
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Review of Advertising 


Always think of 
sister Maggie 


T= first copy chief for 
whom I ever worked was 
a man of infinite patience and 
I am sure he was a most affec- 
tionate father of his family, 
ood he very nearly broke my 


Whether he was capable of 
writing anything with a preten- 
tion to literary style or humour 
I never discovered, but he cer- 
tainly r ised such writing 
and he | cooked upon it always 
with grey suspicion and fre- 
quently with black distaste, 

Occasionally one could disarm 
him 4 saying hastily that a piece 
of copy was to ao only in 
the pidb-clees wee magazines, 


and that the client was asking 
for “prestige” advertising, But 
as a rule he would seize a pencil 
and go through the copy like a 
bulldozer, flattening every phrase 

every original and 
jective for closer 


and uprootin 
arresting 


By COPYTASTER 


inspection—an inspection that 
nearly always meant rejection. 
Fairly often he would observe 
a mutinous look in my eye and 
say: “You don’t like it? Well, 
I'm not insisting on this if 
like to go away and try again.” 
Then he would underline per- 
haps two out of my three sur- 
viving sentences and say that 
these at any rate were worth 
keeping. At the fourth or fifth 
attempt I occasionally managed 
something that really pleased 
him and did not utterly outrage 
my own sense of fitness. 


Have another try 


My first full front-page for 
the Daily Mail was rewritten 17 
times before the client was 
allowed to see it, and I had 
nightmares about the wretched 
. until it finally appeared. 

The advertisement had a coupon, 
and my irritation with the copy 


by no means abated 


chief was 
when it it brought home the bacon 


as never before. When one is 
oung and rebellious and full of 
rustration it is not much com- 
fort to find that teacher really 
does know best. 

Once when I was very angry 
indeed about the way he had 
filleted all the fun out of some 
copy, he reached in his pocket 
and brought out a picture of a 
married couple in front of a ter- 
race house in a mean street. 
“This is my sister,” he told me. 
“She is married to a shunter at a 


fave called Nine Elms, and they 
ve only about four pounds a 


a she reads a news- 
paper she spells out every word 
to herself and you can see her 
lips moving. It is for her sake 
that I keep breaking up your 
copy into short simple sen- 
tences without relative clauses 
or difficult and unfamiliar 


when you have finished a piece 

of copy it would never be a 

bad idea to ask yourself 

whether Maggie, or someone 
like her, will find it really easy 
to read and understand.” 

To a cub copywriter with his 
head in the clouds and his mind 
full of the more obscure modern 
poetry this may sound like the 
click of the lock of a prison 
cage, but it is nothing of the 
sort, For there is great fascin- 
ation in finding an utterly simple 


ae 
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yet graphic and illuminating way 
to express an idea, and the man 
who can do it consistently has as 
many thrills as a big-game hun- 
ter. Look at Hemingway's easy, 
simple sentences and see what 
they achieve! 

To see what I mean, let us 
look at this Spratt’s Food 
advertisement. The headline at 
the top is perhaps forgivable, 
though I always writhe when 
a copywriter who has committed 
a pun pats himself on the back 
by adding an exclamation mark. 
But the sub-headline is some- 
thing to marvel at: “For those 
whose dogs are specially active, 
here is an irresistible feeding 
combination.” 


Need of combinations 


Maggie might well be forgiven 
for thinking that it is the dogs’ 
owners who can’t resist these 
foods. In any case, Maggie's 
dog is about as lively as most, 
but she does not think it is so 
specially active that it needs 
combinations of any kind, not 
even wool next the skin. If she 
gets beyond the five hideous lines 
of sans serif names she has yet 
another puzzle: 


“A wonderful dog book— 
epitomising Spratt’s experience 
concerning dogs’ welfare for 
nearly 100 years (88 pages). 
Every chapter packed with 
helpful = guidance. Eight 
@ Continued on page 612 


GRAHAM HUTTON 


says of this important book : 


& | am fascinated and 


impressed by the array of 


results from this skilful, 


accurate and most valuable 
research, It makes one wonder 


why it was never done 


before, and how one will ever 
stop quoting it in future. 9 


Where do people get their ideas? 


This study breaks new ground : it deals with the very springs of public 


and private opinion—a subject of direct concern to any business that, 


for the sale of its goods or services, needs to ‘‘make friends and 
influence people.”’ 


The authors examine in detail the channels by which thoughts and 


attitudes are communicated, and the extent to which the individual is 
exposed to them: pubs and clubs, schools, churches and cinemas, 


sport and politics, reading, radio, television, and much else. The book 


THE COMMUNICATION OF IDEAS 


by T. Cauter and J. S. Downham 
with a foreword by SIR ARTHUR BOWLEY Emeritus Professor of Statistics in the University of London 


PUBLISHED FOR THE READER’S DIGEST ASSOCIATION LTD. BY CHATTO & WINDUS - PRICE 25/- 


carefully presents, with information from other sources, the findings 
from a detailed and extensive Field Survey among the people of Derby. 
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Is it a crime to mix business with pleasure ? 
A great many industrious people think it isn’t. 

We make it our business to see not only that our 
craftsmen do everything they can to achieve an accurate 
interpretation of your instructions and produce 
work of high quality, but that our contact 

staff give you a personal service which 
is both helpful and courteous. 

This gives pleasure to our customers, 
as the comments they make show :— 


“ I should like to take this opportunity of telling 
you what a pleasure it is to do business with 
your firm... Your people do their best to oblige 
us and are always courteous and helpful.” 


“ We like doing business with Gee and Watson because of 


very good service and the helpful interest of Mr 


“ I am most grateful for the help and co-operation 
I receive from you and I am sure that our 
pleasant business association will long continue.” 


Gals WATSON 


4 
1tr SHOE LANE LONDON EC4 Central 6555 18 lines 
Northern Office at 4 Chapel Walks, Manchester 2 
’ t J 
~ “- 


Service in the Spirit of Helpfulness 


* CREATIVE ARTISTS AND PHOTOGRAPHERS ~- 


ADVERTISER'S WEEKLY 


June 17, 1954 603 ee . 
a : 
. ho 
\ 
| Af F 
MIXING BUSINESS WITH PLEASURE a 
a am | a 
= a -- 0 Ei Pe 
A a: 4} 4 ef 
; = _@ : i j 
a. 
— ‘7 
: yt ee i ’ - 
A. ‘ - : . t 1 Bal 
P i? AR 
_ Hey 4 wa — 
" - % 7 
SA We 
: 2 id ; a a 
| ‘ ¥ a ri 
. i 
: 
% 


a 


thal Ge he bonny cis 


ADVERTISER'S WEEKLY 


Review of Poster Advertising 


Let’s 


be different— 


within reason 


I N THE past few months ad- 
vertising has acquired a 
New Face. It really belongs 
to an engaging young blonde 
with a fringe, a turned-up 
nose, a huge smile and a cer- 
tain look of Audrey Hepburn. 

I mention the girl because I 
think she may be a symptom, the 
first sign of an agreeable out- 
break of Hepburnesque models. 
Wide-awake advertisers have 
always made good use of con- 


‘temporary fashions, crazes, catch- 


words and the like in order to 
in the attention of the masses. 
here is every reason, therefore, 
why they should keep an eye on 
the popular faces of the moment 
and choose their models 
opeeney. 

The ve-mentioned face, 
which is now starring in the 
Milk advertising, appears also in 
the new D. H. Evans poster in 
three striking poses. To my eye 
the centre shot is too much of a 
good thing. 

The whole expression is so 
desperately animated as to be 


Road safety poster competition 


‘you 


“change from 


HESE ARE four of the posters in the “Win a car for Whitsun” 
an endeavour to help the cause of road safety. 


By STUART LEWIS 


somewhat frightening and not a 
little false. The eyes are 
glaring with gaiety and the smile 
is like the entrance to a railway 
tunnel. In fact I sympathise 
with the lay critic who has 
scrawled across one of the 
posters, “I vote she is mad!” 
Nevertheless, good luck to 
the girl with the fringe and 
any other models with faces 
instead of expressionless 
masks. Let us hope that more 
and more advertisers give them 
a break. They help to relate 
the fictitious characters of ad- 
vertising to one might 
meet in real life. 
*" a * 


Although I admire much of 
Stephen Potter's work I must 
confess that his Schweppshire ad- 
pot ge leaves me _ straight- 

rtainly when it appears 
in the New Statesman and the 
class magazines I look at it and 
read it hopefully. But always I 
seem to look for deep jokes and 


} 
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*D, Ht EVANS: f 


\ Te 


The centre shot is too much of a good thing in the opinion of 

Stuart Lewis. The whole expression is so desperately animated as 

to be somewhat frightening. Nevertheless it is a face and not an 
expressionless mask. 


subtleties which just are not the most curious posters I have 
there. Perhaps it is that I can- ever seen. Under the heading 
not quite take its shaggy dogged- “The Schweppshire Way” ap- 
ness, to say nothing of its pears an ever-so-quaint picture 
assiduous disregard of every- of hens being led from their 
thing but the name of the pro- battery by their farmer. Below 
ducts it advertises. this are the words “Kindness to 
Even so, it might be possible animals. Outings for battery 
to argue in favour of its appear- hens.” At the very foot of the 
ance in certain good-class publi- _ poster, in scarcely readable letter- 
cations as a painless — of ing, one comes upon the old 
reminder yy ny ma 16- familiar slogan “Schwepper- 
sheet poster in the Underground, vescence lasts the whole drink 
however, it seems curiously out 
of place. Indeed this is one of 


competition orgcnised by the Birmingham “Evening Despatch” in 


Readers were invited to decide the order of merit in a gallery of 18 os —_ 


poe safety, Left to right; From South Africa comes this R.L.S.-theme presentation; this German poster says “Look ahead, and bel 


behind”; another German poster, this one saying “Stop. 


Every day 20 are killed and 400 injured in street traffic . 


. will you 5 the 


next?”, The last item, from Belgium, carries the wording “24 per cent of accidents are due to imprudent overtaking.” 


STANDS FIRST AND 
FOREMOST IN. LONDON 
AND PROVINCES 


MAcLELLAN - DIRECTOR 


PRINCIPAL BRANCHES MANCHESTER WATFORD SOUTH COAST 


BIRMINGHAM LEEDS 
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S heffields 


POSTER SITES 


and 


BIRMINGHAM 


The ideal combination for 


PROFITABLE 
POSTER 
PUBLICITY 


PUBLICITY HOUSE - CORNWALL STREET ~ BIRMINGHAM 3 


4 


“wy Assuming thatyou have decided to use Poster 
a Advertising to develop the Sales of your 
roduct, your first thought is what type of 
oster shall be used, On this the success or 

failure of your campaign may depend, You 

should beware of poster designs which have 
not been made originally for your product. 

It is essential that an experienced artist 

should be employed, and that he should be 

instructed by someone knowing exactly 
what is required. 

Consultation with Sheldons who have 113 

years’ experience in the planning of National 

Campaigns will help you to avoid mistakes. 


Have you had a copy of “MAKING A 
POSTER”? Application on business note- 
paper will ensure a copy by return. 


Skeldons It4 


Established 1840 


SHELDON HOUSE, QUEEN STREET, LEEDS, 1 
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POSTERS get results 


through their unique power of 
repetition; an cam- 
paign offers cach “reader” 


over a hundred opportunities 


average 


a month of seeing your message, 
Mills @ Rockleys would be 
pleased to discuss planned poster 
advertising with you. 


The Mills & Rockleys Area 


MILLS & ROCKLEYS LTD. 


Poster Advertising Contractors 
Administration: 21 Queens Road, Coventry 
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~AMVN NAN MMHHHA a 


For outstanding 
POSTER SITES 


In— 


WOLVERHAM PTON, 
WEDNESBURY 
DARLASTON | 


—— 


BILSTON 


WILLEN HALL | 


COSELEY 


Apply— 
_ SIMU 


ee 


LINN 


=) 


all 


UIA 


WOLVERHAMPTON 

& DISTRICT 
BILLPOSTING AND 
ADVERTISING CO. LTD. 


4 ST. GEORGE'S PARADE, 
WOLVERHAMPTON 
(Telephone Wolverhampton 20338). 
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Manchester Paster Scrvitel Lid 


27 29 46 Bootle Street, Deansqate, Manchester 2 


Sites are Cleaned 
and Painted Yearly 
Oftener where needed 


PADDINGTON 0166/7 


HARROW BILLPOSTING 
37 SPRING STREET, W.2 


June 17, 1954 


© REVIEW OF POSTER ADVERTISING -continued 


What on earth will the 
average Londoner make of this 
job? It would be interesting 
to hear the comments of a 
sample of rush-hour travellers. 
Personally I was schwepped 
off my feet by its carefully 
contrived obscurity. 

Would it be too harsh to say 
that the elaborate verbal punning 
of this type of advertising is the 
modern counterpart of the old- 
time pictorial pun? 

For instance, if you were con- 
fronted with a poster design 
showing a healthy young woman 


| seated on a_ bottle floatin 
| through space, and at the foot o' 


the poster you saw a representa- 


| tion of the Earth, what slogan 


would spring to your mind? 
Surely you could hardly fail to 
blurt out, “Puts you on top of 
the world.” 

And you would be right. 
Only the name of the product 
would be required to complete 
the new poster for Sanatogen 
Tonic Wine. 

Speaking of punning (or play- 
ing on words at least) I suppose 
the new London Transport poster 
“Common or Garden” falls 


This Trex poster is a good 
attempt to link the theme of an 


| old brand with one of present 


availability. 


| gently into this category of ad- 
vertising. But what a sensible, 


unpretentious message it con- 


| veys! “Common” is expressed 
| by a sunburnt hand clasping a 


sy of wild flowers; “Garden” 
is personified in the bow-fronted 
torso of a City gent. 

Some might say that this 
poster is well above the heads of 
the masses; but personally I very 


| much doubt if it is. The picture 


tells the story in the simple word- 


| less form of the strip-cartoon, a 


form which the quick-looking 
non-reading millions understand. 

here appear to be two main 
schools of thought among those 


| responsible for the new mar- 
| garine and cooking fat adver- 


Outings oi y Hen: 


What on earth will the average 
Londoner make of this poster? 


tising. One says that for 14 
years the housewives of Britain 
have been in a state of suspended 
animation as they await the re- 
turn of the good old branded 
stuff. The other believes that 
after that length of time the best 
course is to advertise the old 
brand as if it were a new one. 

Trex have attempted to bridge 
the gap and do both things at 
once. They show a jolly chef 
flanked by two jolly housewives, 
of post-war and pre-war vintage. 
Under the former is a caption 
“Happy to meet you,” under the 
latter “Glad to see you again.” 

In theory this is a neat way of 
handling the problem. In prac- 
tice, however, it has not worked 
out. The captions are far too 
small to be easily read, so that 
the immediate at-a-glance 
impression is merely of two 
housewives greeting a jolly chef. 
Consequently the real point of 
the illustration is mi 


This picture tells the story in a 
form such as the quick-looking 
millions will understand. 


Be. ade ciampennnnenee ) eee . 
e F | 2 . . 2 aa 
‘ = “ x “= 7 rs 
os | % ‘ ES 
J a * 4 A fi 
4 : « on aes 
; f f 
; a | — pT 
- | 
4 || £ 
(ae | | P 
a hf | rrr 
“ae == oe A : if 
| GIT SEL BA See 
- wa Hn | Hg, 2. Regaapeags 
2 | PURE EASY-CREAMING COOKING i 
ie i | | ~) 
‘ i | ee ee > i= : 
Ae ' > a 
a | - 
i | aN 
a sce 5 
a a 2 
7 He e” . &: 3 q 5 a a i is. ay Bi on ee 4 * fi Ess % 7“; eee, og — a y ae a oe 
Se ee & f ie ain eS a -: | = NER Sm 


June 17, 1954 


New baby food poster 


explains destruction 


HE NINTH in the series 
of colourful posters issued 
by Trufood has now been dis- 
tributed. The series has been 
running for four years and the 
posters are distributed to infant 


welfare clinics throughout 
Great Britain. 
In the first year they were 


seen by an American health 
expert from Baltimore visiting 
this country and since then, at 
his request, Trufood have sent 
each poster when issued to the 
Baltimore health department for 
distribution throughout _ their 
public health clinics. 

All the posters present psycho- 
logically sound and practical 
advice to mothers visiting the 
clinics. This solid information 
is compiled with the co-operation 
of doctors and nurses. Scare 
technique in copy and design is 
deliberately avoided. The whole 
series designed by Lintas Ltd. 
for the final artwork by Gilbert 
Wilkinson, has plenty of child 
appeal. 

The latest item depicts a child 
taking a teddy bear apart to dis- 


“5 ow rateltgy 


| rR ome net mm we 


The latest poster in a series 
which has run for four years. 


cover how it works, Patience 
and understanding on the part 
of the mother is advocated. 


The brass is silhouetted 


Sunshine sign 
catches the eyes 


NEW sign made for tlhe 

“Quality Inn” restaurant by 
Claude-General Neon Lights Ltd. 
has a big yellow “Perspex” sun 
cut-out, lighted from behind by 
Cleora daffodil fluorescent 
tubing. 

The name of the restaurant in 
lacquered brass letters is sil- 
houetted against the sun with 
“Restaurant” in “Perspex” letters 
mounted on the panel beneath 
it. A shaped opal frame lighted 


by sign white tubing has a 
delicate appearance like the scal- 
loped edges of clouds near the 
sun, 

Claudgen designed the 
to meet the need for an attrac- 
tive identification which could 
be installed near eye-level to 
gain custom from the heavy 
pedestrian traffic in Coventry 
Street, London, W.1. 


PORT RUSH 


Hy 


ix A-A: SITES 
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1 oe 
yOu CANT POST — 
LONDON PROPERLY 
— witHouT USING 


A.A. SITES, LTD. Effingham House, Arundel St., Strand, W.C.2 
Tel.: TEM. 9232 (Private Exchange 
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PHOTOPRINTING 
ON GLASS 


ORDER YOUR 
CHRISTMAS GIFTS EARLY 


DISTINCTIVE ADVERTISING GIFTS FOR 
EXECUTIVES’ DESKS 
GLASS PAPERWEIGHTS + GLASS ASHTRAYS - 
PEN HOLDERS - ROCKER BLOTTERS - PERPE 
CALENDARS 
Prices from 4/- to 10/- inebuding Purchase Tax 
NOVOLOR LTD., 


Avenue, London, E.C.3 
Tel: BOY AL O898 (three lines) 


DESK 
TUAL 


Technical articles of real interest to engineers 
and executives appear regularly in the new 
monthly Mechanical World. lf your products 

appeal to the Engineering Industry, send for 
free specimen copy and rate card. 


This poster presentation of Port- | 


rush from the London Midland 

Region of British Railways is 

from «a painting by Charles King. 

Reproduction by chromo-litho in 

11 colours has been carried out 
by R. B. Maemillan Ltd. 


Mechanical World 


ENCINEE RING RECORD 


AND 


Published monthly in London and Manchester 
Emmott & Co. Led., 3! King Sereet West, Manchester 3 
London Office: 50 Temple Chambers, Temple Avenue, £.C.4 
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Essex County 
Standard 


(March ABC) 


Largest in rural 
ESSEX 


yd jite 
SILK! SCREEN ARTS L 


97 SHIRLEY ROAD. CROYDON 
AOStisScOmese 8147-8 


11GHEST GRADE 
EAN © Seaare 
PATISMANSH 


fron tad 


PELOY SERVIC 
EXPRESS 
PELIVERY 


“DAY-GLO” PRINTERS 


Botren ere badgering 


parents are 
~ as shopkeepers ae 
lers are badger: Pes ye “ooh all 
produces A — | RODEN pedom,, foen 
manufacturers will be proaching YOU—to 
tell chem more about ‘s up-to-the-minute 
means of Sales Promotion. Then get in touch 
with US—the badge experts. 
Samples and Prices sent on request 


ene iiooen 


AND SON LIMITED 
Tel: MOL 0139 ? 


THE 


West Wales 
Observer 


covers a vital section of the 
main $. Wales development 
area. 

An area springing to a new 
life of prosperity. 
There is fresh spending power 
here 
+ 


TAP IT NOW! 


* 


London Office: 
143-144 FLEET STREET, 
Tel: Central 2110 


E.CA4 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous 
and prosperous area of South- 
West Middlesex 


42,499 


136 HIGH STREET 
HOUNSLOW 
Phone: HOUnslow 0016-7-8 


Clitterd’s inn. .e-8 MOL 360 
Founder Member London Suburban 
and Home Counties Press Group 


G. F. TOMKIN LTD 


FOR COLOUR PRINTING 

ON VERTICAL MIEHLES, 

HEIDELBERG CYLINDERS 
AND L&M 2 REVS. 


GROVE GREEN RD., LONDON, E.1! 
DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 
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Running in with the 
motoring features 


ORE and more adver- 

tisement managers have 
found that motoring features, 
and supplements, if not a cake- 
walk are quite a joy-ride these 
days. 

An ever-growing section of the 
population takes the wheel of 
everything from a Jaguar to a 
jalopy. Even the ‘“working- 
class” can afford a car—or they 
have one and afford it after- 
wards. Small wonder then, that 
garages are booming, and the 
motor trade generally is in 
responsive mood when adver- 
tising is mentioned. 

Many provincial weeklies have 
found motoring notes and 
features popular. Recently the 
Border Counties Advertizer, for 
example, published the fifth of a 
series of such features, a four- 
page Motoring Magazine. It 
catered for the less mechanically 
minded by way of motoring 
“fashion notes” and included a 
special competition for children. 
Road tests of a Renault 750 and 
the Simca Aronde, by the paper’s 
motoring correspondent, proved 
how intense local interest can 
be in general motoring matters. 
Nearly 20 columns of motoring 
advertisements proved, too, the 
strength of trade interest. 

The Surrey Advertiser, which 
recently published its first annual 
new car guide, quotes this in 
promotion material as “one of 
the most outstanding advertising 
features in county weekly 
journalism.” 

Across the water, too, the 
summer motoring supplement of 
the Jrish Times ran to 16 pages. 
“A new fever is gripping Ireland” 
was one headline for an article 
on motor-cycles and scooters. 

It might quite a headache— 
or a stimulating exercise—for the 
statistical experts to check up, 
this year, which gets the greater 
support in composites the Motor 
Show or the Radio Show. My 
guess is that they are running 
neck and neck. 

aK * * 


THeme of a two-page s mye 
ment in a 20-page issue o 
Richmond and Twickenham 
Times was: “However you in- 
tend to spend your holiday 
can get everything you ne 
Richmond and Twickenham.” 

Advertisement manager Roy 
C. Annett, who planned the 
feature with the news editor, sold 
all 32 Saplny specs spaces to leading 
local firms telephone. He 
could have sold — as many, 
had space permitted 

The feature included helpful 
articles on holiday wear, swim- 
suits, travel, motoring, photo- 
graphy, cycling, camping, house- 

rating and gardening, and 

these were enlivened by a series 
of light hearted cartoons. 


TxHose provincial papers which 
have a wide and catholic taste 
in their general news features 
might care to note a recent article 
in the Bolton Journal and 
Guardian. 

It was entitled “Three centuries 
of ‘Small-Ads.’”—and fasci- 
nating reading it made, ranging 
back to the Mercurius Britan- 
nicus of 1625, and quoting a 
variety of advertisements to give 
an insight into the social habi 
of other ages. 

There was no obvious “pay- 
off’—but the concluding para- 
graph merits quotation : — 

“To-day’s advertisements, al- 
though neither so brash, nor so 
brutal as those of the lusty 
eighteenth and nineteenth cen- 
turies, lack nothing in interest. 
House hunters, job seekers, bar- 
gain spotters and inquiries after 
entertainment can hardly go 
wrong in the ‘small-ads.’ And 
even to-day the ‘personal’ 
columns can be the means of 
mending broken hearts and re- 
uniting qumanged lovers.” 

* * 


A croup of Nottingham tailors, 
starting a publicity drive, opened 
with a Tailoring Week. To ad- 
vertise themselves jointly they 


WILTON EVAN 
took a full page in the Notting- 
ham Evening News. 

Fourteen tailors and a woollen 
merchant shared the pase which 


contained short articles on the 
value of bespoke clothes, on 
craftsmanship and _ style, on 
ladies’ clothes and on choosin 
the right cloth. The amount o 
space taken by each tailor was 
his individual choice. The full 
page advertisement tied up with 
special window displays. 


juxtaposition of news bills was 
the subject of this picture in the 
“Kent Messenger.” 
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The new advertisement offices of the ‘‘Manchester Guardian” and “Evening 
News” make skilful use of concealed lighting in pillars and ceiling. 


Consiper these sentiments 
(irrespective of phrasing): —— 

“The growing commercial 
importance of the country, and 
the constantly augmenting busi- 
ness transactions of the age, 
render a vast amount of adver- 
tisements—and of mediums for 
advertising—more and more 
necessary: and it is now 
generally acknowledged that the 
outlay of capital in this respect 
is ultimately a positive source 
of profit.” 

This extract was from 
introductory address of 
Alnwick Mercury, exactly 
years ago this month. 

By virtue of its association 
with that journal, whence it 
stems, the Northumberland 
Gazette is now celebrating a not- 
able centenary. 

Has the Gazette any sentiments 
of equal calibre which readers 
in 100 years from now may note 
with approving eye? 

Well—how about this extract 
from its centenary supplement? 

“It has been said that the 
days of the great mass circula- 
tion daily newspapers, with 
increasing facilities for speedier 
distribution; of the faster and 
modern newspaper production 
methods; the ever-increasing 
cost of production (particularly 
of newsprint) would spell the 
doom of the local weekly 
newspaper. And it is true that 


the 
the 


- 
i BRIGHT IDEAS 


Birth announcements which 
appear in the Manchester Even- 
ing Chronicle between now and 
the end of September will be 
followed up next year by a free 
“happy birthday” announcement. 

A week before the anniversary 
parents will receive a letter from 
the paper inviting them to submit 
their own wording for the 
announcement. 

* * * 

A first prize of £10 is being 
offered by the Blackburn Times 
in a holiday snapshot competi- 
tion launched last week which 
will run through the holiday 
season. The competition is open 
to readers who are amateur 


ay = and reproduction 
ees are 


ing paid for all entries 


1 


The box office replies department. 


some have succumbed under 
their difficulties, but generally 
speaking never before has there 
been such a demand for in- 
formation about local events 
and affairs, the real core of 
the news which it is the task 
of the local newspaper to 
report.” 
ok * * 

THE EXPANSION of holida 
traffic to Galloway in Sou 
West Scotland has been aided 
by the Galloway News, whose 
managing director, J. H. Max- 
well, is also hon. secretary of 
the Galloway Publicity Associa- 
tion of Castle Douglas—where 
the Galloway News is located. 


Sig ela 


DEPARTMENT ' 


“in the running” publi 
weekly. 

* * 
The Hereford Times has 


booked a special train to take 
readers on an excursion to Lon- 
don next Thursday, The ex- 
cursionists will see the opening 
performance of “Dancing Years 
on Ice.” 


* * * 

The Wellington Journal spon- 
sored a r Campaign 
Carnival. 

* ak *” 


When one of Newcastle's big- 
gest siores was reopened after 
a big fire, the Newcastle Journal 
story was accompanied by dis- 
play advertisements from the 
contractors and suppliers. 


ADVERTISER'S WEEKLY 


There can be no 


PLANNING 
without the NIN 


which stands for 


INATIONAL INlewsaceNtT 


the most influential trade journal for retail and wholesale 
distribution of newspapers, periodicals, magazines, books, 
stationery, tobacco goods, etc. 


* 
If you are interested in advertising in the which gives the ap 
vows par & spent, ound far Gakte tad out eared 5%. 
149, 


FLEET STREET, E.C.4 ne 


avert = suneaw 
$F OCUL A THOM 

Tel.: CiTy 2604 (5 lines) j 

@ BY FAR THE LARGEST NET SALES IN THE TRADE 4 


THE | 
WELLINGTON JOURNAL 
& 


SHREWSBURY NEWS 
net sates 49 89Q weexty ancy 


London Representative : 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (CENtral 2626) 
_—. Se 
why not let the Advert. retes 
£14 per page 


SWIMMING 
TIMES 


in 61 countries sell your product? 


All enquiries to Capt, B. W. Cummins, Advt. Dept., 4, Waddon Park Avenue, 
Croydon 5673 


LAMPS - LIGHTING EQUIPMENT ~- FITTINGS 
Light & Lighting 
The only lighting journal 


32 Victoria Street, London, S.W.| Abbey 7553 
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ADVERTISER'S WEEKLY 


THE SOUTH-WEST IS ONE OF 
NORWAY’S RICHEST AREAS 


if you fly to Stovanger you will land at one of Europe's 
finest airports and take your pick of excellent modern 
hotels. 


For Stavanger is a great exporting city, centre of Nor- 
way’s canning industry and of a well-to-do area with 
large-scale fisheries and prosperous farms. 


STAVANGER AFTENBLAD, one of the three big regional 
papers published outside Oslo, dominates the whole of 
this wealthy area. it is essential to every national 
advertising campaign in Norway. 


&tavander <2 Affenblad 


BLADET FOR ROGALANDO 


Net sale 31,930 daily 


Exclusive U.K. Representotives: 


Joshua B. Powers, Ltd. 


14, COCKSPUR STREET. LONDON, S.W. 1. 


Tel. WHI 33 66 


HUGH C. MACLEAN 
PUBLICATIONS 
of TORONTO, CANADA 


PUBLISHERS OF :— 


BOATING 

CANADA LUMBERMAN 

CANADIAN WOODWORKER 

CANADIAN & WORLD TRAVEL 

CANADIAN TRANSPORTATION 

ELECTRICAL NEWS & ENGINEERING 
ELECTRICAL CONTRACTING & MAINTENANCE 
ENGINEERING & CONTRACT RECORD 
FURNITURE & FURNISHINGS 

HARDWARE & HOUSEWARES - 
MACLEAN BUILDING CATALOGUE 

MACLEAN BUILDING REPORTER 

RADIO, T.V. & APPLIANCE TRADE BUILDER 
SHOE & LEATHER JOURNAL 

THE GROCERS’ MAGAZINE 


LONDON OFFICE: 


COLIN TURNER (LONDON) LTD. 


122 SHAFTESBURY AVENUE, LONDON, W.! 
GERRARD 7459 


Strong views 


publicity in 


June 17, 1954 


on unpaid 


Scandinavia 


In Norway the ruling against unpaid publicity is very severe. 

Elsewhere in Scandinavia it is not so strict but there is heavy 

antagonism to the practice nevertheless. The subject was vigor- 
ously discussed at a recent conference in Copenhagen. 


T= QUESTION of unpaid 
publicity in the text 
columns of Scandinavian news- 
papers was one of the items 
most eagerly discussed during 
the 10th meeting of the Nordic 
press recently held in Copen- 
hagen. Present were repre- 
sentatives from both the 
journalists’ and the editors’ 
organisations as well as from 
the publishers’. 

Before this meeting, people of 
the press have raised this ques- 
tion for some years and in each 
of the Scandinavian countries a 
different line of action has been 
taken. In Norway a committee 
has even been set up to follow 
all unpaid publicity in the Nor- 
wegian newspapers and periodi- 
cals. If this committee finds that a 
paper has published an article 
with unpaid publicity in the text 
columns, it gives a warning to 
the paper. 

At the same time there is a 
strict ruling that no advertiser 
can make his paid advertising 
dependent upon an unpaid 
mention of his product or his 
activity in the columns of the 
newspapers. If such a demand 
Should be made by any adver- 
tiser he will then get a warning 
from the newspaper telling him 
that if he continues in such a 
practice, he will be black- 
listed and may not have the 
right to advertise in any Nor- 


wegian newspaper in the 
future. 

Antagonism severe 
In the other Scandinavian 


countries the ruling is not so 
strict as this one operating in 
Norway, but there is heavy 
antagonism against any unpaid 
publicity. In the opinion of 
many advertisers this is much too 
severe because in many cases it 
is quite impossible to get names 
of firms or brands mentioned in 
the press even if the story about 
those names is in itself news- 
worthy. 

The advertisers are saying that 


| it should also be possible in the 


Scandinavian countries to get a 
product publicity by having acritic 
review their new products coming 
on the market. Such a critic, 
they suggest, should write on the 
same lines as critics of perform- 
ances by artists, authors and 
film actors and actresses. 

At the conference discussion 
about this topic was, of course, 
somewhat one-sided as only the 
newspapers were represented. 


._ The arguments about unpaid 


publicity were particularly strong 
following an introduction by the 
Swede, Sten E. Egnell, and the 
—* of the Danish Pub- 
i 


shers’ Organisation, Chr. Brix- 
tofte, told his listeners that the 
only rational 


solution of the 


NORWAY 


problem of unpaid publicity 
would be the wastepaper basket. 
A Norwegian editor, Henry 
Karlsen, said that unpaid pub- 
licity could be so camouflaged 
that one could find it even in the 
weekly Sunday sermon, and a 
Swedish editor gave out that 
there was in business life a sort 
of “gangster mentality” which led 
to attempts to exploit any posi- 
tion which involved the buying 
of a lot of advertising space. 
This topic was discussed at 
some length although no deci- 
sion was reached. The feeling is 
that the question of unpaid 
publicity will be a matter for dis- 
cussion in the coming years and 
that protests will be made by 
advertisers against some of the 
speeches at the congress. 


The population of Norway (as 
of January 1 last) has been pro- 
visionally estimated at 3,375,000 
—an increase of 32,000 compared 
with January 1, 1953. The 
number of live births in 1953 
is provisionally estimated at 
63,245, or 18.8 per 1,000 inhabi- 
tants. The death rate was only 
8.3 per 1,000 inhabitants, the 
number of deaths in 1953 being 
27,894. 


About 35,000 United States 
tourists will visit Norway this 
year according to Svein Winge 
Simonsen, manager of the Norway 
Travel Association's New York 
office. This is about the same 
number as last year. Simonsen 
has pointed out that U.S. visitors 
represent only about five per 
cent of tourists of all nationali- 
ties visiting Norway, but they 
contribute 30 per cent of Nor- 
way’s tourist earnings in terms 
of currency. American tourists, 
he says, spend far more money 
than tourists from other 
countries. Altogether 450,000 
Americans visited Europe last 
year. 
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NEWS 


= 
FROM WORLD 


MARKETS 


needed in South Africa 


AVING returned from six 


months of _ travelling 
round South Africa, East 
Africa, Pakistan, Ceylon, 


Sweden, Denmark and Canada, 
and having spent some time in 
the United States, Colonel 
J. R. Harper, of British Cello- 
phane Ltd., spoke on “Expan- 
sionist Sales Planning” at the 
annual conference of the 
Incorporated Sales Managers’ 
Association. 

During the whole of the 
travelling period Colonel Harper, 
lately sales manager of British 
Cellophane Ltd., and now en- 
gaged on overseas sales co- 
ordination, had been concerned 
in surveying the markets with a 


view to expanding sales. In 
each of them, he said, the 
roblem was different. The 


ollowing is a summary of his 
remarks. 


South Arrica: This is a 
buyers’ market. They have 
gold and can obtain dollar 


licences for imports from the 
U.S. which they use if the goods 
from the United Kingdom are 
dearer. The order collecting 
type of salesman is quite useless 
in South Africa and we find that 
we need the bulldog type, pre- 
ferably bilingual, who works 
hard and is well versed in the 
art of selling. 


After-sales service 


In this market sales do not end 
when the order has 
obtained. Continual after-sales 
service and follow-up is neces- 
sary. Quality and price must be 
in line with the quality and price 
of any competitive manufacturer 
in the world. 

The standard of living 
among white people is con- 
siderably higher than it is in 
this country and two motor 
cars and a refrigerator is the 
normal thing rather than the 
exception. 

East Arrica: Traders in this 
part of the world are mostly 
Indians. The opportunity for a 
large volume market exists for 
manufacturers who can produce 
large volume at low prices, 

West PAKISTAN: a is 
beating us to it, particularly in 
the field of machinery with her 
usual method of copying the 
best of the British, but under- 
cutting our prices. Local indus- 
tries are springing up, each of 
which is developing on mass 
production lines. 

INDIA: Probably one of the 


largest potential markets in the 
world. Expansion is held back 


(ahd ame!" 


Hard selling is 


by the policy of prohibiting 
imports and producing locally at 
prices which are too high for the 
pocket of the local consumer: 
“It struck me that their method 
of costing was to take the landed 
cost of imported goods, includ- 
ing freight and duties, and to 
price their locally made goods at 
about one rupee less.” 

CeyYton: A potential market 
which offers scope for develop- 
ment. Few executives of U.K. 
companies had made visits. 

Canada: Probably the most 
interesting market of all. There 
is enormous mineral wealth and 
a 15-million population trying to 
achieve the same living standard 
as the U.S. 

Unitep States: Volume has 
been achieved by a _ ceaseless 
form of advertising, using every 
means such as radio, television, 
weekly journals, daily news- 
apers, hoardings, and any trick 
orm of advertising which they 
can think of to stimulate demand. 
Selling and salesmen as we used 
to know them are now replaced 
by “merchandisers.” 

One form of advertising used 


by a firm manufacturing pots | 
and pans and kitchen ware is as | 


follows. They ring up a house- 
wife and ask for an appointment, 
then come round and propose 
that she should give a dinner 
party for 12 at the expense of 
their company. On the appointed 
day they come round with their 
pots and pans, with food and 
drink, and a butler, and lay on a 
really first-class dinner. They 
wash up, clean up and go away 
after the so-called butler cum 
salesman has had an opportunity 
to talk to the guests—prospective 
customers—about his wares. 


U.S.A. 


Arrangements are being made 
for an official United Kingdom 
stand at the State Fair to be 
held at Sacramento from Sep- 
tember 2 to 12. The display will 
be of those consumer goods im- 
ported from Britain on sale in 
the local shops at the time. 

The 1953 event, which at- 
tracted 767,253 visitors, had 10 
foreign countries taking part in 
addition to many United States 
exhibitors. The U.K. stand, 
besides showing samples of well- 
known British imports, featured 
products recently introduced to 
the market and these were well 


received. The types of goods 
covered by the display ranged 
from fx products, glass and 


silverware, leather goods, brass- 
ware and jewellery to a piano 
and a prefabricated building. 


| 


ADVERTISER'S WEEKLY 


NORWAY’S FOREMOST 
ADVERTISING MEDIUM 


Aftenposten enjoys 
among Norwegian 
circulation as well 
tisement matter. 


The signal success of the paper is 


demonstrated by 
circulation figures: 


Ordinary 

Morning 
Edition 
1939 89,525 
1953 147,222 


In other capitals it 


an 
newspapers, 
as 


impregnable position 
excelling in 
in volume of adver- 


amply 


the pre-war and post-war 


Saturday 

Morning Evening 
Edition Edition 
112,957 74,012 
165,523 124,474 


is frequently the case 


that two or more papers compete for ascen- 


dancy. 


In Oslo Aftenposten is unrivalled, no 
competitor seriously challenging 


its position, 


Afienpofien 


Oslo— Norway 
Advertising representatives: Joshua B. Powers Ltd. 


14 Cockspur St., London, S.W.1. 


Tel; Whitehall 3366 


A ‘must’ for a 
busy Agency 


— this modern, efficient 


camera lucida 


VISUALIZING without vexation. 

Clear, natural-colour images of 
art-work, layouts etc., projected 
sharply on a flat 22° screen, set con- 
veniently for viewing or tracing: 
picture comes brilliantly through 


cartridge paper and Bristol 
board (up to 6-sheet). Simple 
attachment for dealing with 
colour transparencies, etc. 
The Grant Projector is in 
world-wide use. Full inform- 
ation from Grant Production 
Co. Ltd., 4 Rathbone Place, 
London, W.1 (Museum 8717), 
or 7 Little Park Street, 
Coventry (Coventry 64978). 


The 


Enlargements and Reductions 

rapidly obtained by very simple 

adjustments — graduations from 

7 times up to 7 times down on 
the size of the original. 


Stee eee eeeeeeeeeeey 
Rececececceseeeeenet 
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reaches the Technical 
Timber User 


Woodworking Industry is the only technical 
journal published in the U.K. which has an ex- 
clusively woodworking manufacturer readership. 
if you sell woodworking machinery, power- 
driven tools, abrasives, adhesives, electric motors, 
dust-extraction plant—in fact, anything which is 
used in joinery, furniture-making, coach and 
body-building, including, of course, timber itself 
—Woodworking Industry should rank high 
on your list of media. This is the journal 
which is read by the technical people, the men 
who know what they want, why they want 
it and who buy everything used in the 
Woodworking Trades. 


Ring Chancery 8844 for rate card and details. 


W ooDWORKING 
INDUSTRY 


The Technical Journal of the Woodworking Trades 
180 FLEET ST LONDON EC4 TEL CHANCERY 8844 
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® REVIEW OF ¥ 
ADVERTISING 


—continued 1 


The headline at the 
top is perhaps for- 
givable, but the 
sub-headline is 
something to mar- 
vel at: “For those 
whose dogs are 
specially active, 
here is an irresis- 
tible feeding com- 
bination.’’ 


Copytaster won- 

ders what sister Soy tees 
Maggie is thinking “" 
about that one. . "= 


coloured plates showing 41 

dog breeds. ls. 6d. from 

Spratt's stockists, or 1s, 8d. 

post free from Dept. R.T.M.” 

Quick, Mary, run and borrow 
Mrs. Henry's dictionary. I want 
to look up this word epistolising 
or something. I suppose the 
headline really means “Three 
romaine dishes for your dog. 

love ‘em,” and it seems a 
pity to wrap it up like this. 

But we aren't always adver- 
tising to the mass market, and I 
have found a delicious advertise- 
ment by a house agent called 
Brooks and Son, in the classified 
columns: 

“Sacrifice £5,990 Freehold 
for quick sale (superior to 
house we have just sold for 
£7,250). 


“Wimbledon. Exclusive 


position far from contamin- 
ation of L.C.C. flats develop- 
ment and safe for aspiring 
Gentility. TV aerial already 
up. A truly glorious modern 
lab.-sav. house set in a mar- 
vellous garden, upon which a 


eae ee DOG FOOD 
== and riz 1T’S MEAT 2% 
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TOGETHER THEY PROUDLY HOLD THE LEAD! 


‘ 5, whose dogs 7 
w~ are specially AI 
ae active, bere is 
> a irresistible + 

ak hi» Oe x 3 

Pi, SPRATT. 


Nourishing 


a pe ah . 


SraatTs “some ve p0G MAnAGENT 


vast sum has been expended 

to achieve perfection, etc. 

etc.” 

There is a fairly well founded 
tradition against insulting one’s 
prospective customers in adver- 
tisements, but this may be the 
one exception, Certainly I have 
an impression that anyone who 
writes in such an apparently off- 
hand and unstudied way is likely 
to be more truthful than most 
of his kidney. 

Incidentally, this advertiser 
seems to have run into censor- 
ship of a mild kind. An adver- 
tisement in much the same vein 
in one of the Sunday papers 
described a “Wildfowler’s Cot- 
tage in the heart of South Ken- 
sington” and ended “Perhaps 
suit gentleman with bird,” but 
in another more circumspect 
Sunday newspaper the last sen- 
tence was mysteriously missing! 

* * 

THese advertisements for 
National Benzole are unusually 
noticeable and interesting, and 


@ Continued on page 613 


It costs you less 


to motor there 


NATIONAL 
BENZOLE *% © 
MIXTURE? 

ah 


These advertisements are probably going to do a lot of good for the 

— in the long run. Copytaster, therefore, is not surprised to 

earn that the National Benzole organisation are getting a lot of 
inquiries about the location of the scenes. 


+ eo . a ee 
oes ew ~~ = 
Ng es = as 
a | aes * . ' 
+ “i mane ae ey. ae : = ee a 
4 \ a a nad "Ae tga 4 
- Hogvieidsss 
4 i ~~ ’ e bt etl di a, : Bie 
5 a fia ay ca Jil oe) ae 
E a On eee 1 on ok! — 
- +S a U we J y) inh ay 
a : vet 4 y me a) + = ee ye: ‘ ; 
a sities — fy 
VR ae . — ee * 
aha 3 bi c = ¢ 4 
ee ee he te he f 7 
ae taal nM «phat. ‘ & 
; on 2 ike - § t t | 
Jaq r . - is x, me " : : & fet ff — 
Ni OO Laiele 
a Ls . i OAk. "ihtece ~t. , i , 
* ; Ps py : \ ae j ” 4 & 
Ww ein. iS ;* ie — 
A ae 5 
an 4 ae . 2a 4 , 
4 a a 4 w » et “¥ y _ ee 7 ) 
3 ce —_— +f a 
ay . J Y Vi eeeeen . : 
— — ool 
fe ; A I! ha ag 
6 
ed 
TEP ee ; 
we : 
ee 
~ % 
om ; 
w 
wet 
| a ee 
ute } 
Pig 
‘i 
A a. : 5 ~ ee NRCS 
e ene - 
\ t ' 
ae *, | 
ae a, | F +; a 
fe i ie 4 » % 
A : ~ “*. ’ ; . 
i a hs it AS 
F a % Psy op . * a. xy 3 
. a hy ° Ph, ee 3 
= Agts 7 i ie ve ' ‘ 
a s 
- . a .? : ae 4 
Me ‘a y . ; 
ee , i bo? i, 
ae ‘* e550 ia —iihiiiioeme ~ ae ; 
a : S 5 
oe : 
‘eee 
ea ; 
ae AC ALLY AAR SR TI 
a . 
a. : 
} a i . 
¥ a iy i = 
% i ty Sie oa ; Pee ie oe ae a a i co a ae ae 
ae re | ae ate | ae mae. oe ' pS > ae ei Pee 
es Cee A See che Sa ae. ‘ fe Se ae | 


JUNE 17, 1954 613 ADVERTISER'S WEEKLY 


A free 


advertising site 
right on the 
counter... 


The editor of “Ingot’ magazine, Denis Thomas, receives from 
B. W. Smith, chairman of the British Association of Industrial 
Editors, the award of excellence—premier award in the 1954 
National House Journal Competition—at the recent B.A.1.E.’s annual 
Convention. “Ingot’ is the magazine of Richard Thomas & Baldwins 
Limited and The Steel Company of Wales Limited. 


Just as she puts her money on the counter the name of 
your product catches her eye. What better site could 
you choose for this last-minute reminder? And the site 
is free — gladly given by the retailer because these attract- 
Witely cit Wiehe BW tia Ure ta renee aan Pa tive rubber mats become part of the furnishings of a 
British Railways N.E, Region by artist metas well-equipped shop. 

: Redfern Advertising Rubber Mats can incorporate your 

°RE VIEW OF ADVERTISING -cestinwed trade name, mark or slogan in any combination of 
the pocdost. a te of goed in'tas  'h ceny Eek Caen tee colours. Many of the largest and most 
long run. to hear that National Benzole | experienced advertisers regularly dis- 


It seems to be agreed by most are getting hundreds of letters 
of the oil companies that asking where these beauty spots tribute thousands of these acceptable 
advertising reminders. 


motorists simply will not read are to be found and how to 
a lot of reasoned arguments reach them, and this is always 

DOOR MATS - FLOOR MATS - COIN MATS 
DARTS MATS - BOWLS MATS 


about petrol. If it is simply a very gratifying provided the 
question of a phrase and the advertiser keeps his sense of 
product's name I can hardly proportion. 
HK Write for folder ‘An Advertising Manager goes shopping 
with a Consumer’. It gives complete details and examples 
in colour of these permanent ‘point-of-sale’ reminders 


M E R C U R y Perhaps they could help to solve your sales problem. 


EXHIBITIONS 


DISPLAYS : << scx 
LIMITED Rime REDFERWN 
WORKS & ADMINISTRATION AND 


} 
| 
| 
| 
| 
PRINTING 
EASTWOOD STREET, S.W.16. 


Tele: STREATHAM 4245 
59S 


HEAD OFFICE 


171, NEW BOND STREET, W.1. 
Tele: GROSVENOR 871! 


rensPex ADVERTISING RUBBER MATS 


| REOFERN*'S RUBBER WORKS LimitTes 


WATIONAL ADVERTIGERS’ DIVISION « HYDE - GHESHIRE 
T.P.420 


Arthur Upton Service 
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r Roe Outdoor Advertising 
“Bumps BIGGER BUSINESS 


ws 


Over 70 advertisers use 

Roe Outdoor Advertising Limited 

for poster and transport advertising, 
signs, displays, films, and 
exhibitions throughout the country. 


ROE OUTDOOR ADVERTISING 
London: 73 Grosvenor Street, W.!. Manchester: 20 St. Ann's Square, M/C 2 


Advertise to well-to-do Jewish men and women . 


THE JEWISH OBSERVER 


AND MIDDLE EAST REVIEW 


SIXPENCE WEEKLY ; PRIDAYS EDITOR : JON KIMCHE 


The most discussed Jewish News Magazine. 

ABC net average weekly sales June-Dec. 1953 15,029. 

A highly remunerative medium used by national advertisers. 
The Jewish New Year commences September 28th. Book 
spaces NOW in the issues preceding these Festivals. 

Please write for specimen copy and rate card to 

The Advertisement Representatives : 


WILLIAM SAMUEL & COMPANY (LONDON) LTD. 


17 PHILPOT LANE, E.C.3 or Telephone MANsion House 0428 


6) 6) Dk ek. 
RAGES 
xe, 
a a ft 


Ie Teal 


23 YEARS 


FOOD TRADE REVIEW, LTO. 
b, Gaaacn STREET, LONDON, WEP 


CYPRUS 
MAIL 


d all over Cyprus 
Fall who know 
English 


29 Oxford St. W.1 
Nicosia Ger : 0737 


P.O.8. 344 
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Explorations into a new 


region for research 


N HIS foreword to this 
work* Professor Bowley 


_ says: “The authors have found 


a new region to explore. This 
may be described as between 


| that of the Use of Leisure and 


that of the Effectiveness of 
Advertisement. : The 
authors will therefore expect 
their work to be scrutinised 


_ and appraised both by socio- 


logists and advertising men. 
The authors must be given full 
credit for their painstaking and 
thorough investigation of Derby 
and its inhabitants. The survey 


| itself consisted of interviews with 


3,015 individuals of both sexes 
selected at random from persons 


| living in Derby and district. It 


should be noted that the age 
limits were 16 to 69 inclusive 
and consequently the activities of 


| aged persons are not recorded. 


LIMITED. 


| 


The major channels 


Part I deals in succession with 
what are called “the major 
channels of communication.” It 
is here that the simple minded 
advertising man must take heed: 
to him, attendance at church or 
chapel, sports, hobbies and pub- 
going are not immediately recog- 
nisable as communication chan- 
nels and when reading Part II, 


| which deals with an index of 


inter-communication, he must be 
careful to bear in mind the 
authors’ wider definition. 

Even though the net has been 
widely cast and there seem to 
be very few legitimate activities 
that have escaped analysis, space 
might still have been found for 
a more detailed account of news- 
naper and magazine reading 
habits. Of eight tab’es in the 
section devoted to this subject 
only three relate to Derby and 


| no publications are mentioned 


| by name. Newspapers and maga- 


zines are grouped and discu 
broadly as in the Hulton Reader- 
ship Surveys. Lists of magazines 


| referred to in the questionnaire 


(which is reproduced in full) are 


| not given. 


The Index of Inter-communica- 
tion which forms the subject of 
Part II is described as “a measure 
of people's totaleparticipation in 
community activities.” Briefly it 
is constructed by scoring each 
individual on the extent to which 
he participates in 10 listed activi- 


| ties and, although a _ careful 


system of weighting for the 
extent of participation has been 


* The Communication of Ideas, A 
study of contemporary influences on urban 
lite, by T. Cawer and J, S, Downham, 
published for the Reader's Digcst Asso- 
ciation Lid:, by Chatto & Windus, 25s. 


devised, equal weights are given 
to each activity. 

The practical use of this index 
is hedged about with difficulties. 
Few of the “channels” are avail- 
able either to Government or to 
commercial interests in the trans- 
mission of specific messages and, 
indeed, some of the activities are 
more like nurseries for attitudes 
than mass communication media. 
Furthermore, as the authors 
admit, much more work will have 
to be done in the fields of con- 
tent analysis and attitudes to 
individual media before we can 
be satisfied with the index even 
in its purely descriptive capacity. 

The major media with which 
the advertising man is concerned 
appear separately as newspapers, 
a the cinema, radio and 

It is assumed, I think 
righty, that exposure to poster 
vertising is likely to be greater 
among those people who engage 
in activities which take them 
outside the home. The final 
conclusions about the index can 
be summarised as _ follows: 
“People of higher social status 
tend to have higher inter-com- 
munication scores. The higher 
the inter-communication score 
the more do people appear to be 
generally interested in the world 
about them 


Careful study needed 


The full implications of these 
statements will need to be very 
carefully studied by the advertis- 
ing man, partly for their intrinsic 
value and partly because they 
may be the occasion for claims 
on behalf of certain individual 
media to special consideration 
based on their readership among 
the groups with higher inter- 
communication scores. 

It will be observed that “higher 
social status” is associated with 
higher — inter-communication 
scores. In order to examine this 
situation more thoroughly the 
authors have, in Part III, made 
a careful study of social class 
and social status. Whatever the 
reason for the inclusion of this 
interesting essay it is certainly a 
worthwhile contribution to our 
knowledge of this difficult subject. 

I would willingly exchange 
the Index of Intercommuni- 
cation for some more detailed 
tabulations of reading, cinema- 
going and shopping habits 
in Derby. From the long- 
term point of view, however, | 
am sure that the publishers and 
the authors of this book have 
made a solid and worthwhile 
contribution to our commercial 
and academic knowledge of this 
important subject. 
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@ Continued from page 582 
CHANGES 
IN STYLE 


ignored the elementary facts and 
resulted in an ineffectual mess. 
Petrol posters wanted to sug- 
gest speed or smooth-running; 
medicine posters to suggest 
health—or ill-health; foods and 
drink to suggest pleasure or 
stimulation; cosmetics to suggest 
beauty or desirability. What- 
ever the main slant of the selling 
point, these rather vague asso- 
ciations needed to be woven into 
the poster. The professional 
designer would do it automatic- 
ally; the amateur would prob- 


ably disregard it. But it was 
important. 
Important factor 


So also was the question of 
re the manner in which jars 
of pickles, tins of food, packets 
of soap or whatever were ren- 
dered. This, of course, changed 
all the time. One had only to 
look at the Government posters 
of World War I and of World 
War II to see how much it 
changed in a comparatively short 
time. These changes in style 
were not, of course, confined to 
posters but were also seen in 
fashions, furniture, interior deco- 
ration, exhibition display, cars, 
packaging everywhere. 

“Unfortunately there are a 
great number of posters in 
which they are not seen,” he 
said. “We still have many 

sters which would not have 

en out of place 20 or 30 years 
ago. And I don't mean they're 
just old-fashioned—they would 
still have been bad posters 20 or 
30 years ago. We also have to- 
day, of course, posters which 
reflect the changes in style and 
are still bad posters. Contem- 
porary style doesn’t make a good 
poster; but behind the contem- 
porary style and causing it, is a 
contemporary way of seeing 
things; and this is an important 
factor in an effective poster.” 


Ghastly good taste 
He thought 


that much too 


much distinction was drawn 
between prestige posters and 
hard-selling posters. Prestige 


posters too often ended up with 
“ghastly good taste” and hard- 
selling posters with tasteless and 
meaningless vulgarity. “I'd like 
to see modern artists employed 
not just for something like 
Government services but 

manufacturers,” said Mr. Woods. 
“The essence of this, of course, 
is discriminating commissioning.” 
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‘Artists could achieve brighter 
more charming posters’ 


Posters more imaginative, more 
colourful and of greater charm 
than can now be conceived, will 
be produced when the commer- 
cial artist realises the rich possi- 
bilities which the screen printing 

offers. : 

This prospect was given to the 
Conference by F. J. Clements, 
president of the Display Pro- 
ducers and Screen Printers Asso- 
ciation. 

Among the advantages of the 
screen process which he gave 
were : ; 

Economy in short runs, and in 
medium length runs, providing 
the job can 
be printed 
several up 
and cut 
after- 
wards, and, 
if possible, 
run on a 
machine; 
greater bril- 
liance and 
density of 
colour; a 
pleasing 
finish—matt, 
semi - matt, 
egg-shell or 
glossy, according to the stock 
and type of ink used; also a 
degree of “build” which can be 
varied to suit the requirements 
of a particular job. 

Mr. Clements stressed the 
ability of the process to print 
fluorescent colours; to print on 
a wide range of materials; to 
use special inks which can be 
fired on suitable material after 
printing; and the ability of cer- 
tain kinds of opaque inks to 
obliterate previous printing or 
to print light colours on a dark 
background at one printing. 

“It is possible to vary the build- 
up of the screen ink to give any- 
thing from a litho effect to what 
is almost a_ three-dimensional 


Jack Clements 


“effect,” he added. 


“The ideal screen job is the 
one which has been designed by 
an artist who knows the possi- 
bilities of the process and its 
limitations. 

“So convinced of the need for 
specialist artists is the Display 
Producers and Screen Printers 
Association that we have decided 
to launch a training scheme for 
young artists. 

“Perhaps one of the most 
interesting and important 
developments in silk screen is 
the rapidly increasing use of the 
transfer method of design 
application, 

“It is one which the poster 
industry should watch, for it is 
technically possible to make a 


poster with transfers. It is, in 
fact, already being done on 
- buses. This would abolish past- 


ing as you know it to-day.” 


PROBLEMS OF 
CONSTRUCTION 


If the velocity of the wind is 
100 m.p.h. on a 48-sheet posting 
surface, the force amounts to 
three tons. 

This was one of the interestin 
facts emphasised by A i. 
Beckett, of Sir Bruce White, 
Wolfe Barry and Partners, con- 
sulting engineers, who has in- 
vestigated the structural strengths 

uired for safety, for David 
Allen and Sons Ltd. 
jection of the hoarding to such 
a pressure may be comparatively 
rare, so that last year’s success- 
ful standing is no criterion of this 
year’s performance,” he said. 

“Safety lies in good construc- 
tion in the first place and the 
avoidance of deterioration in 
strength of the various parts of 
the structure. If adequate care 


“The sub- | 


were given to these two points, | 


collapse of a hoarding would be 
practically unknown. 

“The supporting structure had, 
in the past, been considered 
merely as a subsidiary to the 
hoarding and hardly worthy of 
the specialised consideration of 
an engineer,” he said. 

“This probably explains the 
delightful lack of legal ruling 
or codes of practice for con- 
struction such as have now been 
laid down for the engineer who 


designs buildings or bridges,” 
Mr. Beckett continued, “For 
example, the choice of wall 


thickness in a building is con- 
trolled by law and varies in a 
rescribed manner to suit the 
uilding height. Whereas onl 
the opinion of the he | 
engineer exercises control on the 
strength of the hoardings.” 
One great advantage from the 
use of steel was the possibility 
of dismantling and re-using a 
structure over and over again, 
and this facility was increased if 
the form of construction was 
- - gaa and parts interchange- 
able. 


SHOWCARDS, POSTERS, 
BUS BACKS, CUT-OUTS, 
SCREEN PRINTED TO ORDER 
MODERN PUBLICITY SERVICE 
28 PRIESTS BRIDGE, 

RICHMOND 


ROAD, $.W.14 
PROspect 8097. DAYGLO PRINTERS 


The 
London, W.13 


@ Most of the really good 
enlargements are made by 
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The 
PAPER 
MAKER 


The leading 
monthly technical 
journal for the 
Paper-Making 
industry. 


The 
PAPER BOX 
and 
BAG MAKER 


Premier monthly 
publication for 
the cardboard 
box, container, 
carton, paper 
bag, sack 
manufacturers, 
and paper 
converters. 


The 
PAPER 
MARKET 


Monthly journal 
for the paper 
buyer, merchant, 
stockist and 
printer. 


Phillips 


PAPER TRADE 
DIRECTORY 
of the WORLD 


the Directory for 
makers, users and 
buyers of paper 
and all those who 
wish to reach 

the paper 
industry. 


S.C. PHILLIPS & CO. LTD. 
3 TUDOR STREET, LONDON, E.C4 


Autotype Co. Ltd, Brownlow Rd, 
Ealing 2691 


Teleph CENetral 7076-7 
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TONIC TALK 
FROM AMERICA 


AGAINST a background noise of 
ticker-tapes in the London office of 
the Wail Street Journal the other 
day, I listened to some hard-hitting 
but very salutary remarks about 
British advertisers from Robert M. 
Peemster, chairman of the executive 
committee of Dow, Jones and Co., 
Inc., whose activities include the 
publishing of this very influential 
newspape 

Mr, "Wesmeter believes that we 

are hardly scratching the surface of 
ope’ rtunities for advertising in 
and collecting dollars in 
return. mR, -; his visit here he 
has found that, with a few praise- 
~S . exceptions, British manu- 
facturers and business men are 
-— nothing about edrornang 
tes and are apathetic about 
The only comfort—and cold 
comfort at that—is that the rest of 
Western Europe does not seem to 
be doing any better. 

In Germany, which he visited as 
National Association of Manufac- 
turers’ delegate to the International 
Industrial Conference last month, he 
found great productive genius, with- 
out the advertising and merchan- 
dising to develop even the domestic 
market to the full. I am very glad 
at least a number of leading 
no in British advertising, the 

and industry were present at 

Ge > lunehoaes at which he was the 
uest of honour—one given by 
Thirt ine other presided 


over by varland, 

Mr. Feemster tells me that the 
sale of the Wall Street Journal has 
increased ten-fold since 1940. It 
now sells to 300,000 business men, 
top executives and oer people 


who matter. Printed, without 
alteration, in New York, ee 
Dallas and San Francisco, 


of 
ome he Man Vor Seas It 
employs four es and claims 
to do more L— -% than any 
other American newspaper. 

Mr. Feemster is a member of the 
board of directors of the Adver- 
tising Club of New York; a direc- 
tor of the New York City Conven- 
tion and Visitors’ Bureau; and 
governor and executive committee 
ago of the Down Town Club, 

the big athletics club of New York. 


* * * 


AMERICAN advertising has a 
notable representative in Otto 
- a who an i to members 

Institute Incorporated 
Practitioners in Ravertians last 
week. His book, Advertisi 
Procedure, has sold over 200, 
copies, and may well prove to be 
the “all- time best-seller on advertis- 
ing’; it is the basic text-book in 
more than 300 American schools 
and colleges. His explanation of 
American advertising thinking has 
been broadcast by the U.S. Depart- 
ment of State over the Voice of 
America. 

Mr. Kleppner, who heads his own 
New York agency, is a former 
governor of the New York Council 
of the American Association 
Advertising Agencies. 


a 


“UH Fhee onennet ey 


Ay 


“Wo, 


Bh TIBBENHAM PUBLICITY LTD. 


incorporated Practitioners in Advertising 


ki) 244 HIGH HOLBORN, LONDON. W.C.1. 
yt) Telephone ; HOLborn 8074 (3 lines) 


Ngeve Associated Companies at Norwich and toswic’ 


Bernard Ash’s 
second novel 


PUBLICITY manager of the 
Daily Herald, Bernard Ash, spends 
spare time profitably writing 
novels. His first, Silence For His 
Worship, was 
an immediate 
success when 
it was pub- 
S lished last 
| year. The 
Daily Sketch 
pounced on it 
as a book 
find; an 
American edi- 
tion has been 
produced by 
Alfred Knopf 
in New York; 
and a Ger- 
man 
edition Cin 
preparation. 
In his second novel, Omega 
Street (just published by Staples at 
12s. 6d.), Mr. Ash again employs a 
nineteenth century background. 
This time, however, he has returned 
to the Merseyside of his childhood 
and the generation preceding it. The 
Times praises his undoubted talent 
for local colour and period. 


40th anniversary 


MMay | add my congratulations to 
the many that have appeared in the 
editorial and advertisement pages 
of the June issue of Games & Toys 
to H. and his son, 
Edward, on the 40th anniversary of 
that journal. In a modest editorial, 
“Dick” Simmons looks back over 
a period in which his paper has 
rown from the 48 Pages of the 
rst issue to the 328 record in 
January of this year. For this 
success, he pays tribute to his team 
of helpers, beginning with his son. 
After leaving Clifton, Edward 
Simmons went to Germany to a 
well-known publishing house—‘‘to 
the rudiments of the game. 
Germany, before the first and even 
before the second world war, was 
the main supplier of toys to the 
world.” On his return he joined 
G. Street & Co., Ltd., to learn 
copywriting, before going to his 
father's journal, 
now associate editor; so he should 
certainly sess all the experience 
and qualifications necessary for 
carrying on his father’s good work. 
r. Simmons also pays tribute to 

his advertisement staff, rticularly 
to Sid Cramp——‘‘my chief advertise- 


ment representative, now in semi- . 


retirement. He has been with me 
35 years and still insists on work- 
ing.” 


Philately 


For the third year running, G. B. 

(a director since 1932 of 
the Blandford Group) has been 
elected council chairman of the 
British Philatelic Association. Mr. 
Erskine specialises in the stamps of 
New Zealand and is a founder 
member of the New Zealand Society 
of Great Britain. He founded, in 
1928, a trade paper which is now 
Hotel Management and edited it 
until the end of the war, 


of which he is ° 
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THIS STORY 
WON £50 


Tue £50 cheque awarded by 
Col. Maurice W. » newly 
elected president of the United 
Commercial Travellers’ Association 
and past-president, Publicity Club 
of Sheffield, for the best story of 
life on the "road, has been won by 
.. Bedford commercial traveller, 

G. H. Harrington. | have not space 
for the whole story, but the sting 
is in the tail: 

“Goods in the shop were stored 
right up to the ceiling, and at the 
top above my head were kept the 
very largest boxes of breakfast 
foods. uiring one of these 
boxes a young lady assistant 
approached — a long pole. 

“She nmust have been early in her 
apprenticeship for, instead of tip- 
mg one of these boxes off the 
igh shelf and deftly catching it, 
she allowed it to land full on 
head, driving my bowler hat well 
down over my eyes. 

“Even this was not all for, as I 

struggled to free — I heard 
the proprietor say, be careful, 


miss, that might have been a 
customer’.”” 

Studying PR 
Tuts good-looking daughter of a 
well-known Jamaican family has 
been studying — relations and 

advertising in 


gland with Voice 
& Vision, and 
Colman, 
Prentis& 
Varley. She is 
28 - year - old 
Mrs. Cather- 
ine 


Nelson. 
Soon she will 
isi he 


rience of 
.R. and also 
attend a spe- 
af: cial course in 
advertising at Columbia University. 
Mrs. Nelson is well known in 
Jamaica as a _ hostess, business 
woman and journalist. For a time 
She was editor of the society 
column “Night and Day” in the 
Jamaican Daily Gleaner, the news- 
per that claims the largest circu- 
tion in the British West Indies. 
After her travels she plans to set 
up an advertising and P.R. organi- 
sation in Jamaica. She will be the 
first woman to be the head of such 
a business in her wen Mrs. 
Nelson's husband is overnment 
official in Jamaica, aed er brother 
is engaged in education there after 
having studied at Cambridge. 


Contact 


WEEK'S WISECRACK 


“I know it’s National Baby 


Week, old man, but I don’t 
think much of our new 
dummy.” 
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an increase of 


41,298 


in twelve months 


* 
ABC Sale 


137,110 


JULY/DEC. 1952 182,761 


UCT REC, 1953 


1/3d. Monthly 


the world’s top film magazine 


£140 per page — 12/2 per page per |,000 
A. H. McISAAC + ADVERTISEMENT DIRECTOR 


ARGUS PRESS LTD » 8/10 TEMPLE AVENUE - LONDON EC4 - CENTRAL 3514 


230,019 


PHOTOPLAY 
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Publications News and Notes 


Big drive for 


6 9 ° 
Star’ series 
One of the biggest post-war ad- 

vertising campaigns to announce an 
evening newspaper feature is being 
conducted by Star to publicise 
the Scotland Yard series starting on 
Mase June 28. 

Im illustrating the many 
aspects of the methods used by 
Scotland Yard in crime detection is 
now showing in the West End, 
suburban and home counties 
cinemas, Extensive outdoor adver- 
tising includes bus sides, tube sites 
and 16-sheet posters, and big spaces 
have been booked in the local press 
Starting next week, and in trade 
and selected specialist periodicals 
The campaign will extend over five 
weeks, and will include a series of 
aeerewn posters for agents and 

rs. 
Wt 
Both Fone Medietiinetion and 
The Commercial Motor will be 
publishing enlarged special numbers 
in connection with the Royal Agri- 
cultural = at saneeas oer 6-9). 


on En fish daily papers 

fighed in North Borneo, the 
pulse in Borneo News of Sandakan 
and the ——~ Le of apeasien, 
were ama — this week. The 


new Borneo News will be 
aeen sa from — -™, 


June les of * Riding” carries a 
post-war record number of adver- 
tisements—18 pages in a 48-page 
issue. 


The Weekend Mail is running 
pr 7 ew this week for a new 
eaturing Marilyn Monroe in 
a's new film “River of ~ Return.” 
oe 


* 
_ The Holiday Fellowshi Lid. 
journal Over the Hills will again 
be accepting advertisements as from 
the autumn issue. Few advertise- 
ments have been carried by the 
journal since 1939. It has a circula- 
tion of 40,000. Full page rate is 
£40. 
cg oo cd 
A folder listing the areas to_be 
featured in travel articles in The 
between July and Christmas 
is being sent to agencies and pros- 
pective advertisers, 
x 2K 


ok 

The Warwickshire and Worcester- 
shire Magazine, published by 
English Counties Periodicals Ltd., 
is to be published bi-monthly 
instead of quarterly as from the 
current issue. 


a ok co 
The 238-page June issue of Sheet 
Metal Industries carries over 130 
pages of advertisements. 


* aK AC 

The net sale of the D: Express 
in May was 4,101,448 ~~ A a day. 

Municipal i "* been 

as 

selected by the Association of Rural 
District Council Surveyors to be 
the publishers of their official 
journal. * 


ok * 

The June issue of The Purchasing 
Journal contains 86 pages of adver- 
tisements, an increase of eight pages 
over the previous highest in Febru- 
ary this year. 


DANCE NEWS 


The World's Largest Dance Newspaper 


is read by couples .. . 


“Dance News” 


Readers are 


young. they take pride in 
their grooming and their 
clothes, they are forming 
mew tastes for tobacco, 
beverages, hobbies, sports 
and pastimes, they will set 
up homes ... and there are 
200,000,000 Dance Atiend- 
ances per annum in Great 


Advertisement Manager, L. Hall 
Telephone WATerloo 3766-7-8 
76 SOUTHWARK ST., LONDON, S.E.1 


‘Walsall Times’ 


taken over 


The Walsall Observer has 
taken over control of the Walsall 
Times series of newspapers, 
founded in 1925 by E. F. Cope, 
who died last March. 

Both the Walsall Times itself 
and the Lichfield Times are be- 
ing incorporated in the Walsall 
Observer. The Wednesbury 
and Darlaston Times and the 
Rugeley Times will continue to 
be published, but in a new 
format. A smaller page size will 
be used and there will be more 
illustrations than hitherto. 

Six papers have now been 
incorporated in the Walsall 
Observer since 1868. Circulation 
of the Observer is now over 
45,500 copies per issue. 

a * 


ae 
Among the exhibitors at last 
week’s National Aquarium Exhibi- 
tion at the Royal Horticultural Hall 
were two trade magazines, Water 
Life & Aquaria World and the 
Aquarist Ly eer eae 


Over 130 otis a taken 
space in the Financial Times 
Annual Review of British Industry. 
It has 100 pages, plus cover, and 
sells at Is. 


x * ae 
The A.B.C. figure for the Wake- 
field Express ‘ for the six 
months waded March 31 is 71,250 
copies weekly, an increase of 1,237 
over the previous six months. 


Holiday contests 


Over 70 Vanity Fair holiday gir! 
contests are being run this summer 
at Butlin’s holiday camps. 


a aK 
The § y Companion of 
July 17 will be the diamond jubilee 
number. Many advertisers who 
used its pages during the first years 
of its existence are still advertising 
in its columns to-day. 
Bd ok a ; 
Following a rise in circulation 
from 154,000 in January to over 
230,000 in May, J.G. Publications 
Ltd. will increase advertisement 
rates for their monthly 208 and 
View. From September whole 
page, black and white, will be £130 
(£100). Single column inch will 
be £5 10s. (£5). 
*” 


* * 

The Paladin Mercury caravan is 
featured in a road test article in the 
July Modern Caravan. 

ca a ed 

The July issue of Design will 
have 48 pages, and will include an 
article, illustrated in colour, on 
English eae ogee. 

cs 


“hat cine of The Country- 
man lists weather sayings, some of 
which have proved reliable when 
tested in a. 

a 
ientoed last March as a supple- 
ment to Chemical and Process 

Engineering, Corrosion Tec 
is now being published as a separate 
journal. A_ monthly, the subscrip- 
tion rate will be £2 a year. It is 
one of the Leonard Hill Technical 

Group of publications. 

om ak ca 

The annual convention number ol 
Milling carries 50 pages of adver- 
tisements in an 80-page issue. Four 

ges are taken by Thomas 

obinson and Sons for 3-D adver- 
tisements. Many of the other 
advertisements are in colour. 


June 17, 1954 


We Near 


Trade has asked 
me An of “leduanad Design to 
organise displays of British goods at 
trade fairs in Sweden, Jugoslavia 
and Greece this summer. 

* * * 

Book illustrating and describing 
The Queen's Beasts, designed for 
the Coronation, has been sponsored 
by Shell Petroleum Co. and pub- 
lished by Newman Neame Ltd. 

+ * * 

At the Birmingham Gazette and 
Despatch Ltd. Sports and Social 
Club, presentations were made to 
the club’s billiards team, winners of 
the Birmingham Printers’ Billiards 
League championship. The chair- 
man of the company, R. P. T. 
Gibson, attended with Mrs. Gibson, 
who made the presentations. 


AIR-TIME 
th 


Clacton is to sponsor two pro- 
grammes on Radio Luxembourg 
next January. 

* * * 

The B.P. Phrase Book for 
motorists abroad is being 
issued again this year in an en- 
larged version by the Anglo- 
Iranian Oil Co. 

* * * 

G. Street & Co., Ltd., cricket 
team beat Cross & Co. at Dunstable 
by 20 runs—Streets 79 (K. Flint 40), 
Cross & Co. 59 (K. Flint 5 for 23, 
and J. Valentine 3 for 9). 

= * * 

Over 50 went on the annual out- 
ing to Bournemouth on Saturday 
organised by V. Pethick Lid. The 
agency's studio designed a pro- 
gramme, the front cover of which 
was a mock-up of a Bournemouth 
newspaper with the blurb ““We have 
booked some space here for you 
on the 12th.” 


MY GOODNESS! 


At the world premiére of ‘Father 
Brown” at the Plaza, London, Alec 
Guinness, who plays the title role 
in the film, was presented with a 
plaque of himself as the famous 
detective made by Cadbury's in 
lain chocolate with the face out- 
ined in marzipan. During the film 
he carries a bar of Cadbury's 
chocolate. 


* * 
Dane & Co., Ltd., who hold 
the tents in this country for 


Day-Glo inks, announce that the 
complete range is now available 
for letterpress and litho work. 

* - _ 

To overcome the problem of 
overcrowding, prices of admission 
for this year’s Motor Show (Earls 
Court, October 20-30) are to be 
raised. On the two Saturdays 
admission will be 5s. before 5 p.m. 
and 2s. 6d. after, instead of 2s. 6d. 
all day as eer 

* — 

A 0-page brochure explaining the 
work of the Good Housekeeping 
Institute has been issued. 

* * * 

The Minister of Works, Sir David 
Eccles, will open the 20th Building 
Trades Exhibition at City Hall, 
Deansgate, Manchester, on Tues- 
day, October 19. All space has been 
sold—an all-time record. 

. _ 


The George Miles Studio had 
their annual outing—a ~ up the 
Thames—on Saturday. lans to 
make a full-length colour film of 
the event had to be abandoned 
owing to bad weather 
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Portfolio of 
Swedish ads 


Aktiebolaget S. Gumaelius 
Annonsbyra, the Swedish agency, 
have issued a large-format bro- 
chure reproducing many of their 
advertisements for noted pro- 
ducts, together with explanations, 
in English, of. the campaigns of 
which they formed part. 

The preface states that “with 
the pressure to increase the sell- 
ing qualities of advertisements, 
copy has tended to become more 
informative, and there is often 
more of it. Buyers want to have 
as much information as is neces- 
sary to size up the product—and 
make their decision. This is 
especially important when custo- 
mers can choose between various 
competing makes.” 

The brochure quotes an 
ADVERTISER'S WEEKLY report of 
a statement by J. G. Wynne- 
Williams, managing director of 
Masius and Fergusson Ltd., that 
“What matters is that the adver- 
tisement as an entirety is a prime 
mover, capable of shifting people 
into shops to shift out the stocks 
of the clients’ goods. The test 
of an advertisement is not ad- 
miration but dividend.” 


‘ 

Farmers’ Gazette’ 

The Farmers’ Gazette, inadver- 
tently described as Farmers’ Weekly 
in our Republic of Ireland supple- 
ment on May 27, is the oldest 
agricultural magazine in Ireland, 
having been established in 1842. 


Passers-by switch 


on display 


Hundreds of passers-by have been 
fascinated by a device that McGraw- 
Hill have fitted to their windows 
at their Farringdon Street, London, 
offices. 

In the right-hand corner of each 
window is the outline of a nd 
with a spot in the centre. A card 
requests people to place their hand 
over the red spot. Immediately 
this is done a sewing machine in 
the centre of the window com- 
mences to operate. As soon as the 
hand is withdrawn the machine 


~~. 
n the back of the drawing of 
the hand is a small metal plate to 
which is connected a very fine hair 
wire. When the unit is switched on, 
the plate is tuned to a set fre- 
quency, which is trimmed to a fine 
degree by a tuning condenser. 

he unit remains on this fre- 
quency as long as there is no earth- 


ing body. As soon as this is 
interrupted, even through the glass, 
the frequency changes, and, by an 
electrical relay, the small mains 
switch is operated, 

A similar device was used for 
operating booby traps during the 
war. 


Design exhibition 
in Dublin 


The newly formed Design Re- 
search Unit of Ireland was 
responsible for the first Inter- 
national Design Exhibition 
which was opened in Dublin by 
the Minister for Industry and 
Commerce (Mr. William Norton) 
last Friday. 

Exhibits from nine countries 
are included and the exhibition 
is sponsored by the Arts Council 
of Ireland. 


ADVERTISER'S WEEKLY 


Tomorrow’s stars 
of the camera 


An exhibition of the work of 
students from one of Britain's 
most successful schools of photo- 
raphy can be seen (until June 
30) at the Camera Club, 23 Man- 
chester Square, London, W.1. 


John Heron writes: Ifor 
Thomas, whose name has long 
been synonymous with imagina- 
tive photography of the highest 
uality, is departmental head of 

e photographic division of the 
Guildford School of Art, Stoke 
Park, Guildford; Tom Weedon is 
senior lecturer. 

This exhibition reflects great 
credit on their teaching methods. 
There is in the students’ work a 
welcome freshness of approach 
and determination not to be 
hedged in by “accepted” so- 
called rules of composition and 
presentation; but there is also an 
equally welcome quality of print 
production which makes it clear 
that Mr. Thomas and his staff 
are successful not only in turn- 
ing out men and women with 
photography's “seeing eye,” but 
also competent technicians, 

These youngsters — Caradog 
Williams, Geeta Mukerji, Pamela 
Bone, Priscilla Conran and 
Harriet Crowder being names 
which must be included in this 
brief notice—are undoubtedly 
amongst to-morrow’'s stars of the 
camera. 


major national campaigns, and 


a Senior Copywriter 


who really knows how to originate 
and carry through 


To cope with rapidly expanding business, 
T. B. Browne Ltd. are forming another new 


SENIOR CREATIVE GROUP 


They want 


2 


There may be occasional arguments between these two men—for they will both have 
well-developed reasoning powers and ideas of their own—but the work they finally 
turn out will bear all the marks of a perfect copy-and-art partnership. They 
will handle National consumer accounts, and they will be paid accordingly. 


Letters in confidence, of course, to:— 


THE JOINT MANAGING DIRECTORS, T. B. BROWNE LTD., 117, PICCADILLY, W.1 


a Senior Visualizer 
whose strength is in effective 

presentation and who produces 
vivid and original roughs 
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m Mast Mind 

me ak Gay, € r | | m es ese ® 
. . « that’s what the boy is. Time was when I did 
the practical jobs about the house . . . all I do 
: now is hand him the tools! What the modern boy 
ai doesn’t know about technical subjects, well, you 
ee could engrave on a pinhead . . . knows my own 
im: hs car better than I do... and not just the car, 
either . . . TV, radio, taps, even home decorating 
. +. anything ... says he gets the “know-how” from 
BOY'S OWN PAPER .. . better start reading it 


myself, | suppose .. . might even catch up with 
him one day! 


o : IMMEDIATE RESULTS 


AND 


FUTURE GOODWILL 


Advertisement Manager: George H. Phipps, LUTTERWORTH PERIODICALS, 4 Bouverie Street, London, E.C.4. Tel. Cen 1732-3. 
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The Osman Twins, now appearing 
on colour pages in the current 
advertising campaign for Osman 


en made into a 
iece which carries 
sman towels just 


towels, have 

Ufe-siss display 

ti slogan, “* 
hug you dry!” 

The figures are printed offset litho 
in eight colours and mounted on 

Agents for Barlow & 

— Lt a , manufacturers of 
Osman ore: are F. C. 
chard, Wood & Partners 


HEADS—THEY 
WIN 


Large spaces are being taken in 
national newspapers to publicise a 
new Persil competition with £23,000 
in prizes. The agents are the 
J. Walter Thompson Co. Ltd. 

The advertisements carry four 
half-completed Persil advertisements 
with a selection of children’s heads 
which competitors have to insert in 
what they consider to be the most 
—— advertisement. A slogan 

has to be submitted together 
with tabs from either one giant size 
Persil pack, two large packs or four 
small ones. 


New shampoo pack 


liquid shampoo. In addi- 
tion to national dailies and weeklies 


bourg is to be used to publicise the 
new pack the summer. 
cAtents are Saward Baker & Co. 


Children’s cut-outs 


Children’s papers are to be used 
in the carrent national campaign 
for Blue Cap Lid., cheese spread. 
Early next month Eagle, Girl, 
School Friend, Children’s News- 
paper. TV Comic and TV Fun 
will carry details of a new 
Cap competition for children, called 
Pair-words. 

Also aimed at children are the 
full-colour cut-out ee I farm 
animals which are Pa in 
every box of _, & ~~ cS 
are C. Vernon & 


‘Medium-sized’ campaign for 
second-hand car ~— 


” cam 
A spokesman of 


agency told ADVERTISER’ S$ Weex.y that the national 


and weeklies will be used, in addition to the main provincial papers 
and the trade press. Spaces will usually be 11-inch triples or correspon cing 


spaces. The Am - shortly. 
of the Beitien 
— henporation’s—th 


"s—the first 


no advertising for the similar scheme 
first organisation to announce the 


| CURRENT ADVERTISING AT A GLANCE 


Campaigns 


VAUXHALL LTD. (second-hand 
car guarantee scheme), using 
national! dailies and Sundays, main 
provincials and trade press (W. S. 
Crawford Ltd.). 


PERSIL, using large spaces in 
national press for new competi- 
tion (J. Walter Thompson Ltd.). 


WISDOM FLEXTRON TOOTH- 
BRUSH, summer campaign using 
national dailies an weeklies 
(J. Walter Thompson Ltd.). 


VITAPOINTE HAIR TONIC, 
using women's oun (Steeles 
Advertising Service Ltd.). 


CLYDELLA, made by William 
Hollins & Co., Lid. Campaign 
backing * ‘Back to School” window 

display contest, using national 
dailies and weeklies (R. Sharp 
& Partners Ltd.). 


BLUE CAP CHEESE SPREAD, 
using children’s magazines for new 
competition, backing current 
national campaign (C. Vernon & 
Sons Ltd.). 


MASON’S EXTRACT OF HERBS, 
using provincial press for first 
post-war campaign (Reid Walker 
Advertising Ltd.). 


MITCHAM LAVENDER (Potter 
& Moore Ltd.), using top-class 
women's magazines for summer 
campaign (G, Street & Co., Ltd.). 


STEPHENSON’S SUPERIOR 
FURNITURE =" trade 
Ss spaces post-war 
campaign (EB. W Be —* eid.). 


STA-BLOND LIQUID SHAMPOO, 
using Radio Luxembourg, 
nationals and women’s magazines 
for summer campaign (Saward 
Baker & Co., Ltd.). 


SNOWFIRE WAVE ; ane, using 
nationa! dailies weeklies 
tae new "pack (Mather & 
Crowthe 


‘Back to School’ 


Nationa! dailies and weeklies will 
be used in a campaign to back this 
car's Clydella “Back to School” 

eek window display competition. 
Makers of Clydella children’s wear 
are William Hollins & Co., Ltd., 
with Robert Partners Lid. 


window contest 


“Back to School” Week is 
A 30 to September 4. Traders 
will submit photographs of their 
displays for judging by the maga- 
zine Men's Wear, rizes will 
be ao, Gearded 0 ie first three, with 

ann ydella Challenge 
Trophe and replica for the winner. 


SPARKLET SYPHONS, 
national dailies, Sundays and top- 
class magazines for summer and 
ep sae (Basil Butler & 

0., ' 


STANLEY CLOTHES HANGERS, 
trade press open for new 


announced later (Lucien 
ductions Ltd.). 


SELLOTAPE, using national dailies 
and weeklies. ew style pre- 
sentation from July 1 (Gordon 
& Gotch (Advertising) Ltd.). 


Accounts 
ENTHOVEN GROUP (H. I. 
Enthoven & Sons Ltd. and 
Enthoven Solders Lid), for 


Howard Panton Lid. from July 1. 
Trade press campaign. 


NEWTON MILL LTD., manufac- 
turers of “Waldorf Club” and 
other stationery, for Longleys & 
Hoffman Ltd. National campaign 
breaks shortly. 


F. W. BULL & SON and 
Co. fx DoH. Beockloose 


ADVERTISER'S WEEKLY 


Details of the London Co-operative 
Society's exhibition were announced 
ess conference at St. Ermin's 

EET where (left to right) Harold 
ublic relations officer of 
Mrs, E. Beary, a mem- 
ber of the L.C.S. board, and 
Norman Sutherland, a director of 
C. J. Lytle Lid., discuss one of the 

original visuals. 


See your shirt 
being made 


Shirts manufactured on demon- 
stration machines at the Co- 
operative Wholesale Society's 
stand at the London Co-operative 
Society’s exhibition will be on 
sale to visitors. 

The exhibition, the first ever 
held at the Royal Festival Hall 

to which the general public will 
be admitted, will be open from 
June 28 to July 3. 

The C.W.S. display staff have 
designed their own stand—which 
has a frontage of over 100 ft. 
and is the largest single exhibit 
—and that of the English and 
Scottish Joint C.W.S. The re- 
mainder of the exhibition has 
been designed for the L.C.S. by 
Jeffries Displays Ltd. Outdoor 
advertising for the event is pas 
handled by C. J. Lytle Lid. 


PAPER DUST BAGS ON NEW CLEANERS 


Promotion of the development 
of the home and overseas mar- 
kets for electricity and electrical 
appliances was the theme of the 
Sixth British Electrical Power 
Convention at Eastbourne. 

Representative of all the prin- 
cipal organisations, 38 in num- 
ber, connected with the elec- 
trical power industry, the Con- 
vention was attended by over 
2,000 delegates 

An exhibition in conjunction 
with the Convention was the 
largest and most comprehensive 


Introducing 
Turp and Tine 


enson Brothers Lid, of 
Bradford, are reintroducing their 
re-war Superior furniture cream. 
ft is now available, as real turpen- 
tine, one of the main ingredients, 
has been decontrolled. 

Trade press advertising has begun, 
and a consumer campaign is ¢x- 
a to follow in the near future. 

eatures of the advertising are two 
cartoon characters, Turp and Tine. 

Agents are E. W. Barney Lad. 


. said, 


electrical es ever Py on 
outside London, with 
sible exception of the BLP at at 
=. 

new vacuum cleaner 
exhibited by G.E.C. called ‘the 
“flat dweller” cleaner, a feature 
being paper dust bags which can 
be removed in any room, 

For men Chilton Electric Pro- 
ducts have produced a universal 
shaver conversion kit which en- 
ables an electric razor to be 
used in practically every country. 

In his presidential address 
J. R. Beard, a consulting engineer, 
“In this country it 
always been a professional re- 
quirement that consulting engi- 
neers shall not advertise and that 
they shall not solicit professional 
work, 

“Such restrictions are, how- 
ever, unfortunately not univers- 
ally applicable or observed in 
we I other parts of the world. 

¢, hitherto, this has not been 
of great importance there is no 
doubt that at the present day it 
often tends to atte t , aprenty 
British overseas trade 
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HEDLEY’S TO PAY FOR PACKET-TOPS 


Thomas Hedley & Co. tops to the company will The fund will continue to 
Lid., are to pay id. to a nominate an organisation operate until August 31. 
nominated charity for each which is non-profit making, Sponsor of the fund is 


non-political, and a cause of 

a charitable nature. Organ- Gracie Fields, and to in- 
isations wishing to benefit and augurate the scheme, Hedleys 
who qualify for the fund can have given £600 to each of 
two charities which she nomi- 


also arrange collection of the 
seven of the company’s tops. Total value in contri- ote. The charities are the 
Gracie Fields Home and 


—— Tide, Daz, Dreft, - butions must be at least 3s. 
— — age —y feel ‘be Orphanage, and the National 
Society for Cancer Relief. 


to them by customers, or Is. 
for every set of packet-tops— 
a set consisting of any six of 


organisa- 
tions send their bundles of 
Individuals sending packet- tops to Hedleys. 


The arrival of the T.T. issue of 
“Motor Cycling” at Ronaldsway, 
1, of M., is supervised by Ken 
Derbyshire, the Temple Press north- 


Regent 


Women’s Club 
SPEAKING SECTION WIND-UP THEIR 


ern circulation representative. 


‘Planes used for 
‘Motor Cycling s 
TT dash 


Motor Sane broke all its 
revious ivery records to the 
sle of Man when copies of this 
week's 132-page Tourist Trophy 
Race number, containing illus- 
trated reports of Monday's 
racing, were distributed in 
Douglas before breakfast the 
following morning. Full supplies 
were on sale throughout the Isle 

of Man by noon the same day. 

The first of two specially- 
chartered Dakota aeroplanes 
carrying supplies of Motor 

Cycling landed on the island less 
than 15 hours after the last com- 

titor in the International 

Lightweight T.T. race had crossed 
the finishing line. 


Action photos 

The issue carried a full 
account, printed in photogravure, 
of Monday morning’s Junior 
T.T. race, in addition to reports 
of the afternoon's Lightweight 
race, th accounts were illus- 
trated by exclusive action 
pictures, 

Photographs were processed, 


MOST SUCCESSFUL SEASON 


Ireland 
Youth exchange 


scheme 

practical result of Sinclair 
Wood visit to Ireland to address 
the Advertising-Press Club on 
“Youth in Advertising” earlier this 
will be the departure for 
don in the near future of Miss 
Maureen O'Sullivan (R. ee 

Young Advertising) who is 


Club News 


nd B as weeks with F. C. 
ritcha ‘ood «and = Partners 
Zz. the Be outh exchange scheme. 
ullivan is the newly 
PR. Bhs secretary of the 
Advertising-Press Club. 

Ireland is also interested in the 
Youth in Advertising Conference 
to be held in Hamburg in August. 
Efforts are being ma to secure 
the partial financing, at least, of 
several of young delegates 
David Luke, y of the Pub- 
licity Club of Ireland, is seeking 
to promote a combined effort be- 
tween his Club, the Advertising- 
Press Club and the Association of 
Irish Advertising Agencies to further 
the project. 


Club guests at 


With their annual dinner A. 
the Comedy Restaurant 
Thursday, the Regent ewtian 
Club’s public speaking group— 
the “bravest and the brightest” 
of the club’s many activities, 
immediate past chairman Cecil 
D. Notley described the group— 
brought their season to an end. 

During the season, the 
group has won the national contest 
or the Raymond .—— Cup and 
beaten the Publicity Club of 
London for the Imber Cup. 

— - suapense to the toast a 

ublic speaking group, pro 
by pe Coleman, Hal B ecernt the 
group’s chairman aa instructor, 
aised all the members for their 
rd work during the year. With 
the material he had to work on, he 
said that he could look forward to 
“a future of continued success.” 
He in turn was thanked for his 
enthusiasm and support of the group 
by many of the speakers. 

‘The toast to national cup- 
winning team was proposed by 
Richard O’Hea, a reserve, and one 
of the members of the team, W. E. 
Akam, responded. 


*The reserves’ 

R. W. Lewis proposed the toast 
to the team of “ ” which 
won the Imber Cup by the narrow 
margin of 0.4 of a mark, which 


was replied to by Avril Bird, the 
only member of the group to com- 


New president 
is Sybil 
Mawdesley 


At the annual pul meeting of 
the Women’s Advertising Club of 
London, Miss Sybil Mawdesley, of 
Condé Nast Publications, was 
elected president. Vice-president is 
Miss Vivienne Wright, of S. H. 
Wright & Co., Ltd. 

iss Olive Hirst, of Sells Ltd., 
was elected honorary secretary, an 
the honorary treasurer is Miss Gwen 
Ferguson, of Willi Hollins & 


Miss P. V. 
. Potts, Miss D. 
and Mrs. Spencer- 
Phillips were elected to the com- 
mittee, while Miss M. Wenmoth, a 
- president, Miss O. Bird, Miss 
Edmondson and Miss G. G. 
Thomas will continue to serve on 
the committee. 


Manchester 
Aid to the French 


Chief guest at the Manchester 
Publicity Association yesterday 
(Wednesday) was Col. M. J. Buck- 
master, who spoke on “British Aid 
to French Patriots during the War.” 
Col. Buckmaster is public relations 
officer for the Ford Motor Company 
at Dagenham. 


Golf 
ACE tournament 


K. Howie 


ee in both the cup-winning — 

inner of the Haddon ~ & 
individual trophy competed for by 
members of the group, was Philip 
Jones, the third member of the 
national cup-winning team. The 
toast to his success was given by 
Norman Gomm. 


while racing was in progress, in 
Motor Cycling's mobile photo- 
graphic van stationed beside the 
rand stand on the T.T. course. 

rints were carried back to 
London by special charter plane 
at the en P the race. A tele- 
phone line connected to a 
separate compartment in the 
photographic van enabled the 
race reports to be dictated in 
“takes” direct from the course 
to Motor Cyeling's editorial 
offices in London, 


Oxford dinner 


An Advertisi Club of Oxford 
dinner at the Cotswold Gateway 
Hotel, Burford, on Thursday, July |, 
will be attended by a party from 
the Publicity Club of the Cotswolds. 


Cotswolds 


Beer and skittles 


The Publicity Club of the Cots- 
wolds will to-night (Thursday) hold 

a “beer and skittles” cis fan, at 4 
alley of the Hobnails 
Alderton, near Winchcombe 


The annual golf tournament of 
the Association of Circulation 
Executives was held at Hendon on 
Thursday. 

The Waterlow Challenge Cup was 
won by E. Hatfield with a net score 
of 70, and Allan Boddy won the 
Hellmuth Challenge Cup with a 


“— . supper held in the club 
’ house during the evening, Rhys G. 
Thomas, —~p 3 of the Associa- 
tion, presented the challenge cups 
to the winners. 


Cricket 
Space buyers will 


meet the reps 


As a result of a challenge, a 
cricket match has been arranged at 
the Old _ Finchleians’ 4. 
Woodside Park, London, on Wed- 
nesday, July 28, between space 
a and space salesmen. 

pace buyers should contact Len 
Nash, London Press Exchange Ltd., 
and space salesmen, Moss Walters, 
Sheffield gy Kemsley 
House, London, June 30. 


A new trophy 1 resented to 
its first winner—a n Philip —. 
The trophy is the tenon 
Cup, to be given annually to "the 
member of the group making the 
most progress. The cup has been 
yy by Hal Saward, and the 

propenteien was made by 
Mrs. T Page. 


Sylvia Weinberg London’s first woman chairman 


Miss Sylvia Weinberg, a director 
of Armstrong-Warden Ltd., was 
elected chairman of the Publicity 
Club of London on Monday even- 
ing. She is the first woman to hold 
the office 

Andrew Milne recalled that it was 
in 1919 that he moved a resolution 
providing for the admittance of 
women to the London Club. “And 
now, 35 years later, we have our 
first lady chairman,” he said, 


London representa- PF. 
tive os the Bisse! Evening Post, 
was b vice-chairman, Grahame 
S. Blundell (Priestley Stu Studios. Ltd.), 
honorary secretary, and T. 
Holmes (Thorn Electrical industries 
Ltd.), honorary treasurer. 

Council : lan Betts, Robert 
Brandon, E, L. Childs, Allan Edney, 
Gladys Ensor, J J. Hunter Fairley, 
Trevor John Hewson, 


Harris, Reg 
Levi, Iain Lyon, Horace Martin, 


Ww. Feberten Martin os 
Ww. C. Ié, Gilbert Wild 
Tony Wile 

A resolution that the proposed 
increase in subscription to four 
guineas a year to finance new 
premises for the club should be 
suspended was passed unanimously 
without discussion. As reported 
last week the search for premises 
has so far been unsuccessful. 
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American agent, on London visit, gives 


25 WORDS TO ANSWER THE CRITICS 


Sees Africa 
as growing 
market 


Africa's non-white population 
represents a rapidly growing 
market for quality consumer 
goods, a Antony Sampson, 
editcr of Drum, who is in 
England for a short visit. 

One sign of this, he says, was 
that Drum, founded about three 
years ago, had doubled its adver- 
tisement revenue in the past year. 
It claimed the biggest non-white 
sale in Africa—90,000. This six- 
penny fortnightly magazine, 
which is published in Johannes- 
burg, and sells throughout British 
territories in Africa, now has a 
sister publication, Africa, a 
shilling monthly magazine for 
non-white women, with a 30,000 
sale. Both of these magazines 
carried British national advertis- 
ing and would carry more when 
import controls were relaxed in 
the near future, he said. 

Furniture, home appliances of 
all kinds, bicycles, clothes and 
cosmetics were among the con- 
sumer goods for which there was 
a big demand, said Mr. Sampson. 

Apart from himself and his 
advertisement manager, John 
Fairbairn, the entire editorial, 
advertisement, and photographic 
staff of the two magazines are 
non-whites. 

Drum and Africa are repre- 
sented in Britain by South 
African Morning Newspapers 
Ltd., whose manager is 
Kenneth G. Barton. 


BDMAA’s 
new members 


New members of the British 
Direct Mail Advertising Associa- 
tion are: Direct Mail Despatch 
Co., Ltd.; J. L. Falkson Adver- 
tising (South Africa); H-F 
Advertising; Kirkland Bridge 
Church Restorations Ltd. (re- 
joined); London Constituencies 
Conservative Subscription Centre; 
and Marconi’s Wireless Tele- 
graph Co., Ltd. 

There is an associate member- 
ship for Sir Isaac Pitman & 
Sons, Ltd., who are already mem- 
bers of the B.D.M.A.A. 


Master Art Ltd. 
re-organisation 


An emergency general meeting 
of the shareholders of Master 
Art Ltd., Orange Street, White- 
hall, has been called for Friday, 
July 9, to elect directors to facili- 
tate development and expansion. 

“Master Art wish it to be 
clearly understood that there is 
no truth in a rumour that the 
business will not continue,” states 
E. W. Sellar, sole remaining 


How advertising can accelerate 
creation of better values 


The function of advertising in our economy is to help 


create and distribute the better value which men offer in 


competition for the buyer’s selection. 


This 25-word statement—jointly published by the American 
Association of Advertising Agencies and the Association of 
National Advertisers, and officially adopted by the United 
States Chamber of Commerce—was the focal point of a talk 
by Otto Kleppner, a leading New York agent, on “The place 
of advertising in our national economy” to members of the 
Institute of Incorporated Practitioners in Advertising last 
week. 


It was Mr. Kleppner’s conten- 
tion that the most basic of all 
criticisms of advertising came 
fiom its most influential and 
articulate critics, the theoretical 
economists, Their writings are 
widely read and quoted in 
government, business and acad- 
emic circles; their voices had 
often become that of the govern- 
ment; and what they advocated 
to-day might shape the rules 
under which advertising might 
be allowed to exist. 


False implications 


Certain specific observations 
emerged from a study of the 
writings of these economists. 
There was a great similarity in 
the way most of them looked 
on advertising. 
spoke of advertisi 
their references ai criticisms 
were generally levelled at the 
national advertising of trade- 
marked products, ey indicted 
advertising that was fraudulent, 
deceptive and misleading, but 
neglected to indicate what a 
small fraction of the total ad- 
vertising output such advertise- 
ments represented. 

Most significant was the way 
in which their writings divided 
advertising into two clear cate- 
gories: the first, useful and good; 
the second, wasteful and bad. 
These economists generally held 
that the function of advertising 
was to disseminate information 
about new inventions and new 
products, and that such adver- 
tising was “constructive,” “in- 
formative,” “useful.” By the 
same token, they held that the 
rest of commercial advertising 
was not constructive, not inform- 
ative, not useful. They referred 


to it as “competitive,” “com- 
bative,” “manipulative,” “self- 
cancelling,” “ defensive,” “retal- 
iatory.” regarded such 


) y 

advertising as a costly wrangle 
to switch customers back and 
forth between brands extol- 
ling trivial product differentia- 
tions. 

The critics failed to perceive 
that the same motives and skill 


which prompted a man to pro- 
duce a new invention in the 
pioneering stage also impelled 
him to improve it—especially 
when rival producers appeared 
on the scene and the product 
entered the competitive stage. 

They overlooked that the 
appearance of improvements in 
products in the competitive stage 
was almost a continual occurrence 
resulting in equally dramatic 
improvements in the whole class 
of products over a period of 
time. They failed to recog- 
nise that the usefulness of 
advertising did not depend upon 
whether the product advertised 
was new, or old, or unchanged, 
but upon the satisfaction that 
product can render. And they 
overlooked the fact that there 
were goals in business other than 
making the cheapest product at 
the cheapest price; that business 
dealt with value, not merely with 
price; and that each business set 
its own value goal. 

Advertising men, by unthink- 
ingly accepting the premise of the 
critics as to the proper function 
of advertising (ic., “to dissem- 
inate information about new 
inventions and new products”) 
fell heir to all the fallacies con- 
tained in that assumption. 


Analysis sought 


Mr. Kieppner explained how 
the “Four A’s” committee set 
about the task of seeking or 


developing a_ tenable sic 
analysis of the functions of 
advertising in the economy, 


which could be concisely stated. 
The 25-word statement resulted. 
Analysing it line by line, he 
claimed that advertising helped 
to create and distribute goods by 
acting as an _ incentive to 
retailers to stock them. It set 
the entire selling or distributive 
machinery in motion. 

It also had an important effect 
on the creation of value. Though 
countless useful innovations were 
produced before the days of ad- 
vertising, yet in this generation, 
the possibilities of advertising 
gave a man the assurance that 
if he could create i 


= 


bs 


; 


Mr. Kleppner making his address 
to the LLP.A. 


better than that which was al- 
ready on the market, he had a 
g way of telling many people 
about it. 

Conversely, if he had a product 
which did not keep up with the 
procession, the world would 
quickly learn of the advances 
made by his rivals, and choose 
accordingly. Thus advertising 
serves as an incentive and as an 
accelerator to the creation of 
better values for the buyer, 


Israel's interest 
in ABC 


Efforts are being made to form 
a system of audited circulations 
for publications in Israel. 

Eliyahu Tal, vice-chairman of 
the Israel Advertising Associa- 
tion, is at present in this coun- 
try for the Israeli Government 
Information Office to study the 
Audit Bureau of Circulations 
here. 

Another object of Mr. Tal’s 
visit is to contact advertisers 
interested in the Isracli market 
and to arrange for closer adver- 
tising collaboration between the 
two countries by the exchange 
of exhibitions and ideas, 

Mr. Tal handles publicity for 
Shell Chemicals, and Somar Ltd., 
an affiliated compaty of the 
Lever Group, in Israel. 


£500 FOR NABS 

The board of Benn Brothers 
Lid, has sent a cheque for £500 
to the National Advertisin 
Benevolent Society as a specia 
donation in memory of the late 
Sir Ernest Benn. 

During his lifetime Sir Ernest 
was a constant and generous sup- 

rter of NABS. He was 

resident of the Society during 
1928-29. 


IT’S AN ILL WIND... 

An advertisement for Carsons 
paints had an unusual tie-up with 
an editorial story in the Middlesex 
Advertiser and County Gazette last 


» advertisement was 
placed next to a story headed 
“Paint worth £100 stolen from 


builder's site.” The advertisement 
headed “ course,” 
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Sheffield exhibition boosts 
better cutlery packaging 


DISPLAY OF COMPETITION ENTRIES 


ane seme ter British 


expected 


cutlery is one of the results 
from an exhibition of advertising display and 


packaging, organised by the Sheffield Junior Chamber of Com- 
merce, which opened at the Cutler’s Hall, Sheffield, on Monday. 


The exhibition, which closes 
on Saturday, features modern 
styles of advertising, display and 
presentation methods, up-to-date 
strappings, uses of plastics, and 
rust prevention. 

Entries for the National 
Cutlery Packaging Competition 
organised b . L. Walsh, the 
Master Cutler, are among the 
main exhibits. From the 1! 
classes of the competition, 
Boxfoldia Ltd, took five of the 
12 premier awards presented, and 
one certificate of merit. 


Award winners 


Awards in the packaging com- 
petition were as follows: 

A Dw to contain a _ three-piece 

of carvers: Premier award: 
Tillotson and Son Ltd.; Certifi- 
cate of merit; Robinson and 
Sons Ltd. 

A pack to contain six a 
knives: Premier award: 
foldia Lid.; Certificate: Harold 
Moore and Sons Ltd. 

A pack to contain a place set 


pay of table knife and fore 
dessert e and fork, dessert 


spoon, tea spoon and soup 
spoon: Premier award: iK- 
foldia Ltd.; Certificate: M. M. 


Bell and Sons Ltd Wo 
A pack to contain six fruit-eating 
+ a a fruit server: 

remier award: Boxfoldia Ltd.; 
Certificate: Tillotson and 


Ltd. 
A pack to contain six dessert knives 
and six dessert forks, six Hy 
ms and six tea spoons 
remier award: Boxfoldia Ltd. ; 
Certificate; M, M, Bell and Sons 


Ltd, 
A pack to contain 12 pete of 3 | " 
nail scissors individually packed 
and an outer: Premier award: 
Tillotson and Son Ltd.; Certifi- 

cate: Boxfoldia Lid. 

A window display pack to contain 
six table knives and six dessert 
knives: Premier award: Box- 
foldia Lid.; Certificate; Bayliss, 
Ormerod & 'Co., Ltd. 

A design for a bd tee for a box 
to contain six dessert knives: No 
Premier award. Certificate : 
Robinson and Sons Ltd. 


——s 


Any pack at present in use for 
cutlery or small tools made of 
steel, of outstanding merit: 
Premier award: Remploy Ltd.; 
Certificate : e and 


The most original pack for any 
single or set of cutlery: 
Premier award: Richard Pye and 
Ltd.; Speiieete : Robinson 


and Sons L 
The exhibits were iudged by a 
panel Bury 


caer a) of H. Boulter Publicity 
Co, Lid, ; Anthony S. Heal, a direc- 
tor of Heal and Sons, Li 
don; Gordon Russell, 
the Council of Industrial Design ; 
jt ae ll A. P oe, pon od of 
ackaging; an an 
director of Stanley Publicity ’o., 
Ltd., Sheffield. 


Three parties of journalists have 
visited the Ronuk factory at 


Portslade, near Brighton, in recent 
weeks, Samson Clark & Co., Lid., 
Ronuk’s agents, organised the visits. 
An exhibition, devised by Samson 
Clark Lid., was originally intended 
for the information of the visitors, 
but it is now planned to send all or 
some of the stands (one illustrated 
above) to various exhibitions. 


PUBLIC RELATIONS 


Wedgwood 
goes to 


Belfast 


HEN THE new Wedg- 

wood Room was opened 
at Robinson & Cleaver, 
Belfast, Alan Eden-Green, 
Wedgwood's director of public 
relations, went over to super- 
vise press arrangements. The 
press reception, well supported 
by the Northern Ireland press, 
was also attended by Clifford 
Hollowell, P.R.O. to Short 
Brothers & Harland Ltd., and 
the only Northern Ireland 
member of the Institute of 
Public Relations. 

Each of the four main Belfast 
papers carried storics and most 
of them pictures. The Belfast 
Newsletter ran a feature based 
on some 18th century correspon- 
dence which Mr, Eden-Green 
had taken over, including a letter 
from Josiah Wedgwood (in 1770) 
which suggested the opening of 
a “good room in Ireland.” 


Clifford Hollowell 
(left), P.R.O. to 
Short Brothers & 
Harland Ltd., in- 
spects a Wedgwood 
bull which is held 
by Mrs. John H. 
Wedgwood. a 
direct descendant 
of Josiah Wedg- 


"4 


A “Bury Free Press” picture 
The balloon goes up. 


Pye in the sky 


i ~ YEAR’S Rotary Féte at 
Hardwick Manor, Bury St. 
Edmunds, to raise funds for T.B. 
patients’ amenities received 
national press publicity as the 
result of a balloon ascent by 
Charles Dollfuss of Paris. Ap- 
proximately 10,000 people were 
present to see Mr. Dollfuss 
throw out the sandbags and rise 
to the sky. 

The ascent was made possible 
by the co-operation of Pye Ltd., 

Cambridge, and their locai 
agents, R. & R. Radio Company, 

Bury St. Edmunds. Round 
the balloon’s basket was a 
banner carrying publicity for the 
new Pye 13-channel television 
set. 

For good measure a competi- 
tion was thrown in with a prize 
for the person who pin- -pointed 
most accurately the balloon’s 
eventual landing place. 


June 17, 1954 
@ Continued from page 576 


Tributes to 
Lord Camrose 


Corns, and had four sons and 
four daughters. He is succeeded 
in the title by his eldest son, 
John Seymour Berry, now deputy 
chairman of the Daily Telegraph, 
who was born’in 1909. 

Sir Winston Churchill said of 
Lord Camrose’s death: “This is 
a great grief to me. Lord Cam- 
rose was one of the best friends 
I have known during my long 
walk through life. For 30 years, 
in peace and war, we have been 
intimate companions. Patriotism 
and an earnest desire for a stable 
yet progressive society were his 
unswerving guides.” 

Tribute to Lord Camrose was 
paid at a council meeting of the 
Advertising Association on Tues- 
day, when the president, Norman 
Moore, referred to the fact that 
although he did not hold office 
Lord Camrose took a_ keen 
interest in the affairs of the Asso- 
ciation and frequently supported 
its functions. 

At the unanimous request of 
the council Mr. Moore has 
written to Lord Burnham expres- 
sing their sincere condolence on 
the death of his most valued and 
distinguished colleague, and to 

r on behalf of 
family. 


‘Princely generosity’ 

On behalf of the National 
Advertising Benevolent Society, 
Glanvill Benn writes: 

Lord Camrose, head~“in name 
and in fact of by far the largest 
publishing enterprise in the 
world, was entirely unlike the 
traditional and fictional big busi- 
ness magnate. Quiet, modest, 
gentle, he could always find time 
and energy to give to others. 
Ameng the countless individuals 
and societies who are indebted to 
his princely generosity, we of the 
National ising Benevolent 
Society believe that he had an 
especially soft spot for our work. 

In the early days of N.A.B.S. 
Jimmy Strong knew where to 
turn in any case of difficulty— 
to William Berry, later to be the 
Viscount Camrose. President of 
N.A.B.S, in 1925/26, he became 
a Trustee in the same year and 
continued in that office, car wih 
out his duties year by ages wi 
meticulous care, until his 

At their meeting on Tosh, 
the council of the Newspaper 
Society passed the 
resolution : — 

The council records its deepest 
regret at the death of the Rt. 
Hon. the Viscount Camr 
chairman and editor-in-chief 
the Daily Telegraph, its high 
appreciation of his outstanding 
service to journalism and the 
newspaper industry, and its sin- 
cere sympathy with Lady Cam- 
rose, the Rt. Hon. Viscount 
Kemsley and other members of 
the family. 
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APPOINTMENTS VACANT 


experienced in hard-selling store 
advertising (particularly furniture) is 
required by one of the leading Lon- 
don agencies. He should be able on 
occasions to work fast in producing 
slick presentation roughs. A good 
salary awaits the right man. Write, 

giving 


experience, to : 
Box 7806 
Advertiser's Weekly 180 Fleet St EC4 
ANT. Busy 
Group in London has 
for accurate, systematic, intciligent 
assistant with 


day week. Apply, mating “experience, 
salary required, etc. 
Box 7877 Ad. Weekly 1 180 Fleet St BC4 


Sound opportunity for 
FIRST CLASS 


LAYOUT MEN 


HOPWOOD OF MANCHESTER have two 
vacancies for layout men who are 
capable of producing high quality 
layouts for both press advertising 
and print publicity. 

The men we require must possess 
originality of ideas, must be adapt- 
able and versatile, with sound 
knowledge of typesetting. 
Permanent appointment and good 
remuneration to selected applicants. 
Reply in confidence, submitting a 
few examples of work (which will 
be returned) and state age, experi- 
ence and salary expected to:— 


There is a job for a promising all- 

rounder who can interpret adverti- 

sing problems intelligently and 

produce quick, practical layouts 
for visual presentation. 

A sound knowledge of typography 
is a priority recommendation. 
Write to: 

Box 7913 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT ARTIST. First class man re- 
quired for West End Agency. Must 
be capable of producing rough visuals 
as and when required. Holidays as 
arranged, _ . fully including salary 
required 
Box 7910 Ad. Weekly 180 Fleet St BC4 


DESIGNER 
with general experience and 
capable of producing finished 
artwork required. Superannu- 
ation scheme. Write, phone or 
call. 

AP.A. Studios, 
352/4, Grays inn Road, 


w.ci 
TERminus 1184/5 


ADVERTISEMENT 
MANAGER 


wanted for industrial publication 
with circulation of 300,000. Applic- 
ations are invited from men of 
outstanding ability with first-class 
record of past successes. Write 
stating age, experience & salary 
required fo: 
Managing Director 
Box 7916 i 
Advertiser's Weekly 180 Fleet St EC4 
ee Fe 


SALES PROMOTION ASSISTANT re- 
quired by Manufacturers of Metal and 
Board Point of Sale Advertising Media, 
Able wo produce circular Sales Lewers, 
Leaflets, Trade Journal Advertisements 
and conduct direct mailing. 
write fully summarising experience and 
salary required. 

Box 7965 Ad, Weekly 180 Fleet St BC4 


ADVERTISEMENT 
MANAGER 
REQUIRED 
for monthly trade magazine covering all 
sections of the fish trade. Commencing 
£800 ps 


Write: E. BARNES, FISH INDUSTRY 


WE WANT a Letierer who is not a 
Rewoucher, a Retoucher who is not a 
General Artist and a General Artist 
who is not a General—hope you can 
‘get the sense of this, please write for 


Telephone : Terminus 2201. 


16 West Central Street, London, W.C1 


PRINTING OFFICE ORDER CLERK 
required for East Africa. Work en 
tails imterviewing customers, estimating, 
making out works’ instructions and 
checking progress. General knowledge 
of Letterpress and Lithography impor- 
tant. Starting pay and allowances £900 

Provident Fund and 

Home leave after 

. Passages paid. Healthy 

climate. Apply in writing stating age, 

marital state and with details of train- 
ing and experience, and copies of refer- 
ences, © Davis & Soper Lid., 52 and 

54 St. Mary Axe, London, E.C.3, 


SPACE SALESMAN 
required by 
ABC Railway Guide 
Applicant must be able to build 
up general National advertising (as 
distinct from hotels) for this 
publication, and should have good 
connections with Agents repre- 


senting National Advertisers. 
Remuneration by salary and com- 


ABC Railway Guide 
Thomas Skinner & Co. (Publishers) Ltd. 


330 Gresham House, £.C.2 


of capital equipment. 


in Scotland. 


AN ADVERTISING MANAGER 


with a working knowledge of practical marketing and a 
thorough appreciation of advertising’s role in the sale 


This is a new appointment in a Scottish Company with 
world wide connections. To the man who is prepared 
to work while there is work to be done, who can think, 
plan and act on his own initiative, this company offers 
an appointment, the future of which is limited only by the 
ability of the man to do the job and fit personally into 
an existing sales and administrative team. Must be resident 


Full details of your knowledge and experience, together 
with your ideas of what you think such a job is worth, 
will be treated in the strictest confidence. 

Box 7917 


Advertiser's Weekly 180 Fleet St London EC4 


‘Phone your Classifieds to CHA 8844 (Ex 25) 


PUBLICITY 


Experienced man, 25 to 35, as 
manager for special promotions 
and publicity sought by national 
advertisers. Post offers wide oppor- 
tunity for exercising talent and in- 
genuity in retail promotions and 
national publicity. Background 
knowledge of national advertising, 
sales promotion essential, specia- 
lised knowledge of publicity and 
public relations advantageous. Send 
full details to : 
Box 7867 
Advertiser's Weekly 180 Fleet St EC4 


DISPLAY /EXHIBITION Contractors in 
North London area 
junior (Nat. Ser. completed) gencral 
amistam: in own studio 
dude detail and working drawings, 
visuals, assisting on exhibition stands, 
layouts, etc. Good opportunity for 
young man to learn all phases of dis- 
play advertising Hours, 9 tw 45.30, 
no Sats. Please write Chief Designer, 
Replicards Lid., 407 Hornsey Road, 
N.19, ARC 1178, 


LETTERING ARTIST 
required 
Must be able to produce first-class work on 
National accounts. 
MURRAY STUDIO 
5S ROSEBERY AVENUE, E.C.1 
Terminus 6770/0073 


EXPERIENCED TECHNICAL WRITER 
wanted. An interesting position in the 
Publications departmem of a well- 
known engineering company is avail- 
able for a writer with good engineering 
background. Must have sound know- 
ledge of clectrical equipment, and be 
capable of writing lucidly and interest- 
ingly on engineering subjects, Will be 
expected w write engineering cata- 
logues and other publicity material, A 
superannuation — goes with this 

Write as fully as possible to 
180 Fleet St BCs 


"7929 Ad, Week 
We need a youngish, energetic 
man with the ability to dig for 
facts and present them with force 
and imagination Although looking 


primarily for someone with prev- 
ious experience in — Copy- 


writing — we would be 

to » comm faem eahenee, of 
education, who could prove 

he has the talent to develop. 


The successful applicant would 
work in the London Publicity 
Department of an important gro 

of Companies manufacturing a w: 
range of electrical equipment. 
This is @ good job. its scope is 
wide and offers unlimited oppor- 
tunities to the right man, who will 
be given every encouragement. 
Please send full details including age, 
experience and salary required to : 
BOX No. 4391, cio WHITE'S LID. 
72/78 Fleet Street, London, ECA. 


PACKAGING AND SHOWCARDS. 
Assistant Designer required, must be 
nea leterer able to carry ou first-class 

drawings. Specimens and de- 
tails of past experience to Mrs. Sandi- 
lands, c/o W. M. de Majo, 33 Jubilee 
Place, $.W 3, 


position, Would consider holiday this 
year. Write in firs instance giving 
brief details of experience and salary 

red to: Studio Manager, Alfred 
Bates & Son lad., 130 Pleet &., B.CA. 
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TIOUICEURZEN | CLASSIFIED ADVERTISEMENTS | 


ORGANISE ? 


APPOINTMENTS VACANT 
CAN YOU - 


We are creating an entirely new 


the most important public functions 
of the year. 


rallies, holiday resorts, local tie-ups country. 


tiative although guided by the 


position which to the successful 

applicant can mean becoming the BLAKE OZIAS 

controller of what will be one of Founder and formerly Editor of Industrial Equipment News, sold six 

months ago to Tothill Press where it continues to grow and prosper, 
now heads a new publishing company and wishes to engage three 

aa —— we aga top-flight Representatives for (1) London & Home Counties, 

field; covering moter racing end (2) Lancashire/Yorkshire and (3) a roving man for the rest of the 


with the press, cinemas, trade, These men will represent the publications on all three sides: 
factories and clubs. He should be Editorial (news), Distribution and Advertising. Highest type of 
able to meet people at all levels, experienced men required and the pay will match ability. Must 
to direct staff and act on own ini- have motor car. Write briefly: Experience, education, age to 


Advertising and Publicity Manager. Box 7858 
This interesting position will Advertiser's Weekly 180 Fleet St London EC4 


entail being in attendance at 
various functions at many week- A el eine -~ .. 
ends, and time off will be taken as publishers. Duties mainly advertising, 
available come, Saves, yond salary. 

Please write, giving full ‘. x Ad. Weekly 180 Fleet St EBC4 


culars, and stating salary envisaged, 
“ LETTERING ARTIST 
with general studio experience 

Box 7964 required by small but rising studio. 
Advertiser's Weekly 180 Fleet St EC4 All letters answered. 

Send full details to: 

Box 7963 

Advertiser's Weekly 180 Fleet St EC4 


Rox 7886 Ad, Weekly 180 Pleet St BC4 REPRESENTATIVE required by old- 
PREP INTEREST, We need an Adver- established Direct Mail Publicity 

tising Salesman for export journal, The jon. terms with 

right man will get an interest free. good prospects. 

Box 7880 Ad, Weekly 180 Pleet St BC4 Box 7957 Ad, Weekly 180 Fleet St BC4 


LYTLE’S 


REQUIRE TWO MORE 
COPY DETAIL ASSISTANTS 


Applicants must be experienced in progressing 
work on busy accounts from inception to 
press, and have a good working knowledge of 
mechanical production methods. 

This calls for men with methodical and 
inquiring minds. 

If you have these qualifications and have 
completed National Service, write, stating full 
particulars of experience and salary required to 


Production Manager 


C. J. LYTLE (Advertising) LTD. 


2, 3 and 4, Dean Street, 
London, W.1 


ASSISTANT IN MARKET 

RCH DEPARTMENT. Essential 
requirements, experience in sample con- 
struction and manipulation statis- 
tical data. Copy-typist and experience 
as @ market research interviewer, abic 
to produce short reports. Post would 
sult man or woman, age 25-30, wish- 
ing to use knowledge gained in 


continuous practice of research. 
Box 7638 Ad. Weekly 180 Fleet St BC4 


ARTIST 


Established Greeting Card Publishing 

House in London has a vacancy for 

an Artist. Must be experienced in 

design and production of finished 

art work. Apply by letter with 
specimens. 


Advertiser's Weekly 180 Fleet St EC4 


OPPORTUNITY 
IN INDIA 


-, +- in Ey ay 


vacancy in their Bombay Office 


for a young 
Account Executive 


This position offers great 
opportunities for future pro- 
gress to a man with energy; 
one who is willing to accept 
responsibility and determined 
to get on. He should be round 
about 25 years of age and pref- 
erably a bachelor, although 

is not essential. 


It is necessary that he has 
had sound agency training 
with experience as an Account 
Executive and—very im- 
portant—that he also has some 
creative ability. 

The man for this job must 
have a good presence and per- 
sonality so that he commands 
the respect of the staff and 
gets on well with clients. The 
commencing salary is a good 
one. Write in first instance 
giving full particulars of 
education, experience, etc., and 
state why you think you 
would like to work in India. 


Box 7919 
Advertiser’s Weekly 
180 Fleet Street EC4 


OLD ESTABLISHED 


requires experienced -keeper. 
Hours 9-5.30. No Saturdays. W.C.1 
area. Write giving qualifications and 
salary required to 

Box 7884 Ad. Weekly 180 Fleet St EC4 


AN INTERESTING POSITION is offered 
by a Nationally known Company to a 
young man of proven sales ability, who 
speaks French and is prepared to study 
and apply all the modern methods of 
promoting sales abroad. Applications, 
with full details to 
Box 7964 Ad. Weekly 180 Fleet St EC4 


DERRY & TOMS, KENSINGTON 


invite applications from persons 
possessing the necessary initiative 
to take charge of their 


Advertising Department 

Experience of Store Advertising 

in the National Press and Catalogues 

essential. Applications by letter 

marked “Private and Confidential”, 
to: 


The Chairman 
John Barker & Co. Ltd. 
Kensington High Street, London, W.8 


AN OPPORTUNITY 
EXISTS at a leading London 

for a young artist, 
male or female, to gain agency 
experience as a make- -up artist. 


tion. Would consider holiday 
this year. Write in first in- 
stance giving brief oo of 


thand and typing essential. Hours 
9.30 to 5.30, no Saturdays. Write fully 
to 
Box 7914 Ad. Weekly 180 Fleet St BC4 


PUBLICITY DEPARTMENT of larse 
manufacturing company requires assis- 
tam, with at least 2-3 years’ agency 
experience. Willing to accept respon- 
sibility and control junior staff. Know- 

of artwork, blocks and printing, 

and the ability to produce layouts and 
2 copywriting are qualifications of 
man we are looking for. Write 
fully, stating age, experience and salary 


VISUALISER/ 
LAYOUT MAN 


Is your ability fully recognised? 
lf you have a genuine flair for 
contemporary design in press and 
print, a real understanding and 
appreciation of good typography, 
and would like to develop your 
talents in a young, fast-growing 
agency, write and tell us about 
yourself, You may be the very man 
we are looking for. Excellent 
chances—pay and promotion. 


Box 7906 
Advertiser's Weekly 180 Fleet St EC4 
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of highest repute 


or FURTHER EXPANSION... SEEKS 
SOUTH AFRICA A large London Agency now forming an additional GENTLEMAN 


South Africa's largest indepen- -PRODUCTION who is successfully engaged in 
dont advesidng. egeoey fo eo en SELLING SPACE 


looking for a first-class Experience on trade technical paper 
creative artist, who is equall essential. £700 basic plus commis- 
eke PRODUCTION MAN pS 
. : only sew gr 

life, and who can do sound to take charge of mechanical production, working i in close and ability to converse easily with 
layouts when necessary. association with the group’s Account Executive. top executives will suit. 

This is an interesting and en- 


He must be agency-trained, with 3 to 5 years’ experience, Applicant should know his agents 
joyable job, in our Cape and used to working on his own initiative. Good prospects and also have an overpowering 
Town studio, and offers for promotion, five-day week and holiday. urge to promote business himself 
pleasant working Jitions by making calls direct. 

Fivedey week, supermmue Box 7915 Advertiser's Weekly 180 Fleet St EC4 a entthats theteed 
tion fund. Passage will be 22a, Shaftesbury Avenue, W.C.2 
: SALES PROMOTION ASSISTANT re- , PRODUCTION ASSISTANT for W. . Jc 
paid. quired by Manufacturers of Metal and End Agency; fully experienced ona 
Initial salary around £1,000 a Board Polat of Sale Agvertistns Metis. not more than 25. Pull details of past ASSISTANT Corrwaevan ter prac- 
- to produce circiiar sa t 8, experience wo vertis: expericnce & some 
year, with excellent prospects. leafs, trade, journal advertisements Box 7930 Ad. Weekly 180 Fleet St BCS layout” ability 4 work on wide rane 
co uct rect Ma Please acoounis, Phone alr " 
Write, giving full details of on a A FIRST CLASS ASSISTANT required for well-established 
previous experience, and Box 7925 Ad. Weekly 180 Fleet St BC4 GENERAL ARTIST REQUIRED Se a ie ,-- a 
enclosing a representative who can also take charge of a small desirable.  Fullest details previous 
: . . of artists. London Studio experience in Trade Press field and 
[ lud woe 
ing sone chignal layours to, ||| COPYWRITER working on National accounts. | | SPLIT gp Pie 8 BCA 
ing some origi ayouts, to : Box 7940 . ’ y . 
WELL- ‘ OUNG 
An expanding London agency has Advertiser's Weekly 180 Fleet St EC4 ett tena t 
P. N. BARRETT a copy/ideas vacancy in its creative West End eovertiemem sonst han. 
TY j ificati WEST END AGENCY ires full Opporwmnity for advancement. FPive- 
COMP ANY (P ) LTD. pipe ay Fos len experienced Production yo al day woux. , Pleasant conditions. 
- or or woman, age about 30. Write giving Phone GROsvenor 6746 for appoint- 
P.O. Box 694 work in close liaison with others. full details of past experience, etc., to ment, of write 
CAPE TOWN Existing holiday arrangements Box 7931 Ad, Weekly 180 Fleet St BC4 Box 7955 Ad, Weekly 180 Fleet St BC4 
would be honoured. Applicants 


are asked to give brief details of 
SALES ORGANISER, with clear past experience and salary required 


percep- . 
tion of the trade, required by multiple Our staff know of this vacancy. NO SUBSTITUTE FOR 
Tailors and Outfitters. This is a pro- 
gressive position to man with sound 
experience. ey of Hire on Box 7907 EXPERIENCE 
chase procedure an antage. rite , 
stating positions held and salary re- Advertiser's Weekly 180 Fleet St &c4 
Box 7932 Ad. Weekly 180 Fleet St BOS , in this job 
= “ y SHORTHAND TYPIST, 16-17, required, f an 
editorial department, ‘Fleet Street Pub- in t s ! or 
lishers. Comm. £3 15s. Write to 
CHIEF COPYWRITER Mr. A. Bennett, Sawell Publications 
Lid., 4 Ludgate Circus, London, E.C 4. 
required by Rooster Publicity Ltd. SKILLED RETOUCHER required by 
An opportunity occurs at Rooster ——~~d F by studio, highest 


: : must be quick and 
for the right man who can present accurate: figure retouching an advan- 


Te eS eg || Sar ts As Way te tee es ee This position could be filled by a young 
work in conjunction | with lerge man who is still in the early stages of his 
ft f , must t . 
eal dee Gea FIRST CLASS career ; but who has learned from experi- 
salary, pension scheme. Write ence what the work of an account execu- 
~—s ag Bo te solery STILL LIFE tive in an advertising agency really is. 
Creative eg A well educated young gentleman who 
w pote ings = Be AND SCRAPERBOARD has confidence in the reasoning behind 
House, Peterborough ARTIST his observations, but who has not lost all 
"ROR Mite, eA emOPUs, Gidone, wig: ae weno 
knowledge from a process house or as interesting. 
copy make-up clerk on a 


lommel to heads an te ee Well-known London Studio require 


work, feeding copy to the technical the services of a first-class Artist € 

press, maintaining schedules, etc. -_ : : 

ane area. Five-day week. specialising in Still Life and Scraper- Please ite to 

w t . . ra " 
Box 7872 Ad. Weekly 180 Fleet St Bc4 | | board work—sither in the Studio 7 
LIVELY MINDED YOUNG VISt with a good salary, congeni 
Ee UAL- page Py Tego THE PERSONNEL DIRECTOR 
selling points required to augment the - 
tiv <tio of bu 

Ste Recess eae | | PO Oo Simei bere A.N. HOLDEN & CO. LTD. 
sumer, need in fi i ; 

presentation. en, wiles fos nomen 


Five-day week.. Holidays this year, Box 7941 94 MOUNT STREET, W.1 


Write or “phone, Art Director, Reid , 
Walker Advertising Litd., Salisbury Advertiser's Weekly 180 Fleet St EC4 


Square House, Pleet Street, E.C.4. 


‘Phone your Classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


June 17, 1954 


5 APPOINTMENTS VACANT 
+ The Birmingham Gazette and APPOINTMENTS VACANT : ADVERTISING 
i. Despatch Limited | Hy Vacant: ‘The engagement of persons answering ‘these advertisements must 
L made through » Local Office of the Min’ of Labour or # 
a ager © Agency if the suplicant le = man seed oe Fae te a REPRESENTATIVE 
CLASSIFIED unless ke of or the excepted from the provisions of the 
= Notification of Vacancies Order 1952.” 
i ADVERTISEMENT for 
MANAGER American Publisher 
To 2 PRODUCTION MEN 
have oeiad ideas for soe Bre American publisher of ten business 
small advertisements age 25-28 years uired immediately for bus magasiags will be in London from 
The appointment offers » won- y hi j y : y August 4th to 12th. Believes that 
dertul opportunity for someone department. Fully experienced in blockmaking, two of his publications offer possi- 
ith initiative and drive . : bilities for advertising from English 
w Wiebe siving bdledt details of type setting and general production department concerns. Qualified advertising re- 
experience, present appointment routine. Excellent opportunities for keen men. presentatives should be able to 
and salary expected, in contidence , ‘ develop substantial volume of busi- 
ie , Write or phone for appointment to:— ness. For first year of representation 
\ will consider monthly cash payment 
"Te sesaamuenaga eOOrTE Production Manager, Alfred Bates & Son Ltd., for development work, with com- 
: GAZ mission basis there-after. If inter- 
AND DESPATCH LIMITED 130 Fleet Street, E.C.4. Phone CENtral 8831 cxtedesnanengelaterdew, Write: 
| Corporation Street, Box 7905 
sy Birmingham, 4 CREATIVE LAYOUT MAN wanted, | PRODUCTION. Experienced for | | Advertiser's Weekly 180 Fleet St EC4 
: + + « [ust be experienced with sound London Agents for Print a 
hy appreciation of design im black and Must have previous Agency experience. 
ae: ATIVE for leading Art white and colour for brochures, leaf- Good salary ctered sod holidays as | WANTED Young Man with knowledge 
es Studio. Experienced man only con- lets, showcards, etc., and with appro- arranged this year. of Advertising to acquire Poster Sites 
@: sidered. 35-hour west pr. - ovine es oy ~ Box 7909 Ad. Weekly. ie Fleet St BC4 in a= West kod. and Central London. 
3 eS ae. vee = | ile bese te tn Gen. ites Box 1963 Ad, Weekly 180 Fleet St BC4 
: _ Box 7924 Ad, Weekly 180 Fleet S BC4 | Box 7922 Ad. Weekly 180 Fleet St BCS Are you an FULLY RECOGNISED Midlands agency 
B ADVERTISEMENT REPRESENT GENERAL RTIS wishes to enga: n ts executive 
— Saeed for Time Tables and ‘Guide alan hes ST wanted by Ne. ENTERPRISING to undertake existing accounts. and by 
oe books for Bournemouth, New Forest End sudio. Must be sound in leuering ee ee very “congenial 
fore a) nd Southampton. te, Russe and wi knowledge of finished himse 
i Co. GC). itd. 23 Cumberland Place, onwork cad’ ran visuals for client YOUNG COPYWRITER —— Write fully in confidence 
Southampton, ee won a $00 Brent f BOS with experience of National Box 7936 Ad. Weekly 180 Fleet St BCA 
TOP FLIGHT COPYWRITER /IDEAS Consumer advertising? MIDLANDS ADVERTISEMENT 
4 forectul™ ales leurs in own ‘vine, | Wanvparencies Sead et pote ak it you can plan, write and visualise || REPRESENTATIVE | required | for 
f lly Girst-class man needed for this knowledge colour photography and and are looking for a job in which details of —_. 
, Don 7599 Ad. Weekly 100 Fleet St ECA ines, ree ee you can find full scope for your and. terms “expected. Good sompens 
: . creative ability, write giving details ot a Se west 160 Pen 0 BO 
x“ of previous experience, age and ” 
* salary required to: 
EXPANSION soisesers tse ei ASSISTANT 
: iser's ee 
: PUBLICITY 
oe ROTA-PRINT OPERATOR (Malic 
. MASTER ART LTD || \c° omits || ,,, MANAGER 
<2 mochians in Publicity Department of Publicity Manager for a large 
+ rae West London Builders’ Mer- Company manufacturing heavy 
“e i ~~ * — om ow ag electrical equipment and domestic 
A req uire bonus schemes, Staff canteen. Write electric appliances requires a 
z full details age, experience and salary senior assistant with experience 
i A RT | ST Ss flow 3044" Ad. Weekly 180 Fleet St BC4 | | inalllbranchesof advertising. D.A.A. 
ig an advantage. Experience in 
ti electrical industry desirable. Write 
nae giving full details of previous 
a for all types of work ACCOUNT EXECUTIVE experience, age, and salary 
ys required to: 
* FREELANCE or STAFF for Leicester Employment & Welfare Manager 
= Weare seeking a keen, experienced Johnson & Phillips Ltd. 
E and competent man, preferably Charlton, London, $.E.7 
g studio accommodation available reo Ae pe tae F Aas dpe 
2 singular opport sities be adeah Some experience of publishi saute 
a, ui advance- ex of pu ng 
a at this address if required ment. Please write for appointment | | sble,, sso country Backaround and 
a, - - oduc- 
—_ giving details of experience to: tion. Details available from Establish- 
tog . 
a 30/- weekly, including light, heat & phone emeey pene ment | Oflcer,.| Country Landowners 
+ ON & CO. LID., London, 8.W.1. ‘ 
os 148, LONDON ROAD, LEICESTER | | 5.00, paves” a COMPANY 
‘ write, giving full details of your work, LIMITED, Invite applications for the 
<j . == ao a in their 
1 EXECUTIVE required, vertis omotuon parunent, 
Va with wide experience in the lems jo 
» stating whether freelance or full time of orsanising stands at leading techy | lenis, amd. periodial pubiication ot 
nie x . must have a home . - 
ra work required administrative background with recent vulon ot ee will ie be 
ae experience in buying exhibition required. Good Knowledge of design, 
Be material, briefing designers and con- artwork, ordering of blocks 
& : £ vw SELLAR Sane, us — ya = > pM 8 — essential, Some 
ae adsording opportunit or a man 
Se o +. the right calibre with wide prospects of obese - A 
4 vancement 
= MASTER ART LTD - 12, ORANGE ST., LONDON, W.C.2 see, very full Gexails of experieuce, and | fa paitiouiaes of eaperience aad some 
Ee salary required, to required to Personne! Manager, 
be Box 7946 Ad. Weekly 180 Ficet St BC4 , Middlesex, 
= uF b - J 
ns Phone your Classifieds to CHA 8844 (Ex 25) 
a 
ay . 
i. : 
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June 17, 1954 
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CLASSIFIED ADVERTISEMENTS 


COPY-TYPIST, experienced, for 
tising Agency in Old Bond Street. 
day week. Good salary, progressive 
increments; superannuation scheme ; 
paid holiday this year; excellent can- 
teen; _ Sports Club. Write “Copy- 
typist,"’ Export Advertising Service Lid., 

22 Old Bond Street, W.1. 


THIS IS NO ORDINARY VOUCHER 
508. Man required who is keen on 

checking interesting full colour adver- 

tisements, and able to maintain 

Agency cxperience is not important. 

Five-day week, Westminster. Please 

write to 

Box 7873 Ad. Weekly 180 Fleet St EC4 


Atie ive- 


opportunity © progress and 
salary offered. Holidays as arranged. 
Box 7908 Ad. Weekly 180 Fleet St EC4 


ADVERTISEMENT REPRESENT- 
ATIVES on travelling expenses and 
good commission basis for monthlies 
and a high-class literary quarterly. 
Good references essential, Interviews 
in London, 
Box 7945 Ad, Weekly 180 Fleet St BC4 


TECHNICAL ARTIST required for illus- 
tration of technical instruction manuals 
on acronautical instruments and equip- 
ment, Must have previous experience 
and be able to prepare perspective 
drawings from manufacturing prints. 
Engineering training and experience in 
retouching preferable Good salary 
appropriate to experience Pension 
Scheme Apply with full details of 
experience, salary range and samples 
of work, quoting No. 1487, to Per- 
sonnel Manager, Sperry Gyroscope Co., 
Led., Great West Road, Brentford, 
Middx. 

GENERAL ARTIST.  Pirst-rate 
required able to design and produce 
roughs and finished drawingr of high 
standard for press, leaflets, 
posters, etc, Apply in first instance 
by letter or ‘phone for appointment to 
Mr. Gibbs, Maxwell Clarke, Lid., 34-35 
High Holborn, W.C.1, CHAncery 4565. 


APPOINTMENTS WANTED 


Well - Known DESIGNER - ILLUSTRATOR 

would consider part-time connect- 

ion with London Agency, Printer 

or Publishers. 3 years’ agency art 

directing experience. M.S.1.A. 
Box 7934 

Advertiser's Weekly 180 Fleet St EC4 


COPYWRITER. U.S. Agency and retail 
experience In London for summer 
and desirous of exchanging “Yankee 
know-how” for full or part time 
writing job 
Box 7962 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED AND AMBITIOUS 
young Accoum Executive seeks posi- 
tion offering scope and requiring 
initiative. 
Box 7933 Ad. Weekly 180 Flee: St BC4 


VISUALISER /ARTIST (figure) 
seeks progressive post. Five 
studio, agency experience. 

Box 7948 Ad. Weekly 180 Pieet St BC4 


ARTWORK AND PROCESS PROS- 
LEMS? Perhaps my all-round experience 
can help you “‘streamline” ad efforts. 
Three or four days a wee 
Box 7949 Ad, Weekly 180 Picet St BCA 

“HAND - PICKED” 
available. The Wigmore 
Wigmore St., W.1. 

YOUNG, CAPABLE PRO.  secks 
London post. Full or part time. 

Box 7947 Ad. Weekly 180 Flee: St BC4 


OPPORTUNITY SOUGHT with agency 
advertiser. 


age 26, 
years’ 


A 
HUNter 9951/2/3. 


(copywriting /contact) or 
D.A.A. @5), once in agency, now space- 
selling. London area 


Box 7950 Ad. Weekly 180 Fleet St BC4 


PERIODICAL PUBLISHERS who 
require an experienced manager to plan, 
produce and supervise advertisement 
sales promotion by direct mail should 


write to 
Box 7951 Ad, Weekly 180 Pleet St BC4 


| 


ARIES 
gency, 67 


BUSINESS OPPORTUNITIES 


SOUND COMMERCIAL 
ART BUSINESS 
required 


We are instructed to institute in- 
quiries concerning part or whole 
interest in a Commercial Art Studio 
situated in London. 


Principals only, please. 


FREE-LANCE ARTISTS 
operator service. No charge for incoming 
ing with lifts. Price of 35/- per week is inclusive 


ACCOMMODATION 
ACCOMMODATION | 

PER WEEK secures indi- 
35/. vidual desk, each with 

cial light and radiator. 
Hot and cold water available Free telephone 
calls. Free outgoing calls up to 6 per day. 
All in modern light and airy Flee! Street build- 
of rent, rates, lighting, heating and cleaning 
and telephone services as above Apply: 


Box 7942 
Advertiser's Weekly 180 Fleet St EC4 


TRADE OR TECHNICAL journal pro- 
prictors contemplating retirement are 
invited hy expanding publishers to offer 
outright sale or imerest with view to 
future management. Sawell Publica- 

tions Lid., Ludgaate Circus, B.C, 


U.K. 
REPRESENTATION 
REQUIRED 


A leading Central African Publishing 
Company is desirous of appointing 
a go-ahead firm as their UK. Repre- 
sentatives for their numerous special- 
ised publications. We are looking 
for a firm with outside space sellers 
who are not just order collectors, 
but who can think for themselves. 
Full co-operation will be given from 
our Head Office to the company 
appointed. Please write giving fullest 
possible details of services offered 
and terms required to : 


Box 7862 
Advertiser's Weekly 180 Fleet St EC4 


ESTABLISHED MEDIUM - SIZED 
London Agency (ample financial re- 
sources) having efficient organisation 
capable of immediate expansion, offers 
a business-getting executive a top- 
grade position with excellent remunera- 
tion, Every assistance given. Our own 
staff know of this advertisement. Write 
giving full details and terms. Strict 


confidence assured. 
Box 7935 Ad, Weekly 180 Pleet St BC4 


MEDIUM SIZE AGENCY 


tee Aone» See eee. 
Managing Director. 


Write in 
Box 7918 
Advertiser's Weekly 180 Fleet St EC4 


SMALL STUDIO OR GROUP invited 
to amalgamate with well-known Lon- 
don Sudio, Take over on advan- 
tageous terms and conditions 
Box 7952 Ad, Weekly 180 Fleet St BC4 

COMMISSIONS waiting for wp flight 
figure artists. W. Partridge, Artists’ 
Agem, 61 Bartholomew Close, E.C.1. 


ACCOMMODATION 


SUITE OF THREE ROOMS ww tet, pre- 
viously used as studio, £300 pa. 
Phone: CHA, 5967. 

2.076 SQUARE FEET available shorty 
at Quality Howse, Quality Cour, 
Chancery Lane, W.C.2, a presen 
occupied by Crane Publicity Lid. Can 


; 


| 


VICTORIA STREET. Single room in 
important building with lift, caretakers, 


etc., t© let on three-year agreement at 
an inclusive rental of £75. Telephone 
fitted. Apply 


pp! 
Box 7938 Ad. Weekly 180 Pleet St BOS 
20s. RENT. Studio Space available for 
one or more artists, Lettcring, Re- 
touching. Holborn Area, 
Box 7927 Ad. Weekly 180 Fleet Si BC4 
STUDIO SPACE AVAILABLE. Desk 
room, telephone 25s. per week, 
Ludgate Hill. Phone: CENiral 5704, 
- ARTIST has room to 
share, good light, use of enlarger, 30s, 
pw 


Box 7936 Ad. Weekly 180 Fleet St BOS 
TWO LIGHT ROOMS available very 
reasonable rem in relation w work 
given to a team of two or four Com- 
mercial Artists, One room only if 
preferred. Holborn Area. 
Box 7928 Ad, Weekly 180 Fleet S: BC4 
FREE STUDIO SPACE.  Sulable for 
one or two freelance commercial 
artists. A proportion of work will be 
given to suitable applicants. 
Box 7926 Ad. Weekly 180 Fleet St BC4 
OFFICE WANTED. One room fer two 


Persons Ficet Street area preferred. 
First floor or lift, £150 p.a. inclusive 
maximum. Year's rent in advance. 


Box 7961 Ad. Weekly 180 Pleet St BC4 


PERSONAL 


R. O. CRIPPS (Deceased). Commercial 
Artists’ Agent, 408 Strand, W.C.2. 
Will Artists whose work is | still heid 
at the above office please collect same 
between 6.308 p.m. any evening 
between June 21-25 and June 28-July 
2 (inclusive). Any work not collected 
by nd 2, as will be destroyed, 

oO, P. F. CRIPPS, 
Personal Representative. 


ADVERTISER'S WEEKLY 


FREE LANCE SERVI 


REPRESENTATIVE wishes W contact 
freelance illustrators and general artists. 
Connections with periodicals and ad- 
vertising agents 
Box 7938 Ad. Weekly 180 Fleet St BC4 

DESIGNS for labels, packs, showcards, 
etc., also lettering. Artist secks new 
COMMONS 
Box 7897 Ad. Weekly 180 Fleet St BO4 


ARTISTS, 
IDEAS MEN. We want striking 
suggestions 
showeerd for divan and mattress sect. 
Box 7898 Ad. Weekly 180 Fleet St 


indow displays 
Rox 7900 Ad. Weekly 180 Fleet St BC4 


CAVOUT ARTIST (ix. Wis.) speciation 
Sees ane leseaees, com- 


— = Pei Ad, Weekly 180 Fleet Si: BC4 

MAPS — and drawn for all 
arp 

Bon 768: 7685 Ad. Weekly 180 Fleet St BC4 
PREELANCE ARTISTS required, for 

lettering, retouching and general 

drawing Able to handle overflow 

from studio quickly and well 

Box 7895 Ad. Weekly 180 Fleet St BC4 
POR BOOKLETS, Brochures, Leafiew, 

ctc.—tayouts and finished Art work to 

your specification or my original ideas. 

Box 7470 Ad, Weekly 180 Flee: St BOS 


MODELS TO SCALE. Or animated for 
display or exhibition, 
purpose, consult Rasil 
Southfields, Cudham, Sevenoaks, 


| SERVICE To PRINT BUYERS ! 


OLD ESTABLISHED, well-equipped 
firm of Printers with solid reputation 
for good class work and prompt 
service, has capacity for small monthly 
journals. Enquiries promptly attended 
to. Telephone: Bishopsgate O881 oF 
write to Lynn & Co, (Printers) Lid., 
7/9 Princelct Street, London, E.! 


SALES AND WANTS 


MASSELEY 5. For sale 
Showeard and Price Ticket 


used. All offers considered. 
Box 7904 Ad. Weekly 180 Pleet St BC4 


Embossing 


AEROGRAPH MP AND 4IR- 
TANK. £6 = 10s, Ring MUSeum 
1049 


‘COURSES 


precious time—and money |! 


Seeciel Semmer Yorn Offer. 


A.A. and LLP.A. EXAMS 


SUMMER TERMS FOR SUMMER STUDY 


For a limited period ICS Home Study Courses in preparation for the 
above exams are available at reduced fees! These practical and up-to-date 
courses have been prepared by experienced and successful advertising 
men with your special needs in mind, Start this training now and you save 


Every year with our help many advertising men and women have 
become Associates of the |IPA or AA diploma holders. This is your chance to 
prepare for future success at the minimum cost to yourself! 


We also give specialised training in COMMERCIAL ART, 
POSTER DESIGN, LETTERING and SIGN WRITING 


Write TODAY for free book containing information about 
our valuable instruction service and for details of our 


DEPT. 2C INTERNATIONAL CORRESPONDENCE SCHOOLS 


INTERNATIONAL BULDINGS, KINGSWAY, 


LONDON, W.C.2 
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Advertiser's 
Weekly Liz 


§5/- (overseas) 


STOP PRESS 


Guiding the book buyer’s, book NEW AGENTS FOR 
borrower's, and a ‘TOPPS’ ACCOUNT 


E. R. Howard Ltd., t wy have 
ppointed Saward 
Ltd., to handle 


librarian’s choice... << et lt a 


Albert Ward, chairman of Croy- 
don Advertiser Ltd., “y died, aged 
86. Son of Jesse Ward, founder of 
the “Croydon Advertiser,” he be- 

: f ' came first chairman and managing 
a ie EE nei: director when the “Advertiser” was 

1 - cee . made a limited company in 1924. 
ett en toad | He retained the chairmanship when 
einen | . —, ‘ at a he retred from active directorship 

: in 1946 


John Pirie, Intam Ltd., accounts 
executive, leaving for Nairobi next 
month to take up similar post with 
East African Advertising Con- 
tractors Ltd. Before joining Intam 
he was with Samson Clark. 


Eric Dacre Smith, a member 
udvertisement department of B.B. 
Publications since 1928, retires 
end of the month. 


of 
.C. 
at 


Richard Potts & Partners Ltd. 
taking over Robert H. Hall & Co. 
(Kent), Ltd., portable buildings, 

| aecount, 


Luvisca Pan cam- 
paign in 
oe 


vited 


THE *@82* TIMES See 
Literary Supplement 


Every Friday, Price 6d. 
A, campaign, 
McGraw-Hill are giving prizes to 
THE TIMES Daily. Price 4d winners of window display competi- 
: p tion, taking place next week. 
THE TIMES EDUCATIONAL SUPPLEMENT  Fvery Friday. Price 4d will be two classes—bookshops and 
department stores. Prizes in each 
THE TIMES WEEKLY REVIEW Every Thursday. Price 6d grow will be: 1, Singer feather- 
' portable sewing machine; 2, 
THE TIMES BRITISH COLONIES REVIEW Quarterly, Price 6d aan ue for £10. 
THE TIMES SCIENCE REVIEW Quarterly, Price 6d 


THE TIMES AGRICULTURE REVIEW Quarterly, Price 6d Rates for international edition 
of “New York Times” have been 
THE TIMES REVIEW OF INDUSTRY § Firs: Wednesday of every month, Price Is, raised from 16 cents to 19 cents per 
line (from 14 cents to 17 cents for 
series rate). 


The R. C. Liebman P.R. organ- 
isation moves to 178 Fleet Street, 
London, next week. New client 
the European Trade Fair of Stras- 
bourg. 


Published by the Proprietors, BUSINESS PUBLICATIONS Ltd., at their office at 180 Pleet Street, Lond E.C4. (Phone: Chancery 8844.) 
June 17, 1954. Printed in England by Keliher, Hudson & Kearns Lad., 15-17 Hatfields, London, $.E.1, 
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